‘vicing of TV 
pms As Major 
lusiry Problem 


w York, Sept. 28—Last week 
nal Broadcasting Co. issued 
>pt. 1 estimate of the num- 
dbf television sets in cities 
3; the nation. The New York 
had 1,755,000 sets, a new 
TV sets were the hottest 
in the appliance stores. Ad- 
yers were flocking into the 
am. 
; on the horizon was a grow- 
tloud for the medium—the 
ptent servicing of sets. It was 
ning to look like a major 
iche for the television busi- 


jile some of the larger man- 
urers apparently worry about 
jmer satisfaction after a TV 
‘installed, the general feeling 
he industry is that service 
comings will not materially 
t set sales. They point to ris- 
jales records in the face of 
t adverse TV servicing pub- 
to support this thesis. 


spot check by AA of ten TV 
\facturers reveals that they 
rying to keep up with con- 


NATIONAL DISTILLERS PROD. CORP.,N.Y.- 66% GRAIN NEUTRAL SPIRITS 


STARTS OCT. 15—Newspaper and maga- 

zine ads, outdoor posters and car cards 

will carry the “Mountain Climbing at Its 

Best” theme for Hill & Hill whisky, prod- 

uct of National Distillers Products Corp. 

Lawrence Fertig & Co., New York, is the 
agency. 


sumer demand for sets. Summer 
sales, usually slack, were unusual- 
ly strong in this area, some man- 
ufacturers attributing heavy buy- 
(Continued on Page 8) 


59 Companies Report 
950 and 1951 Outlook 
| Association Study 


Icaco, Sept. 26—“Although 
ages of their products are 
tted during the last quarter 
50 by more than four out of 
t ten member companies who 
td, less than one out of ten 
} to reduce its advertising 
et for that period. 

| fact, almost twice as many 
anies plan increases in their 
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NA Study Shows Ad 
olume Will Stay Up 


next quarter appropriations as 
plan reductions. The overwhelm- 
ing majority (80%) are making 
no changes in appropriations for 
the balance of the year.” 

This was the highlight of a re- 
port to the members of the Assn. 
of National Advertisers here yes- 


For other news and pictures of 
the ANA meeting see Pages 2, 36, 
48, 53, 62, 70, 74, 75 and 78. 


terday by M. L. McElroy, vice- 
president in charge of media and 
research of the association. His 
report highlighted the results of 
159 replies to a confidential ques- 
tionnaire sent out by the organiza- 
tion to its members, and included 
replies received as recently as ten 
days ago. 

Larger expenditures in 1950 
than in 1949 were reported by 
more than half those replying; 
40% are spending an equal 
amount, and only 6% reported 
1950 appropriations below the 1949 
figure. 


sw “Even looking forward to 1951,” 
Mr. McElroy reported, “more than 
one-third of these members plan 
to increase their advertising ex- 
penditures over 1950. Those expect- 
ing no change in 1951 are more 
than half the total, while the 
number expecting to cut their bud- 
gets is up slightly but remains be- 
low 10%.” 

In the automotive products 
group, the report said, three out 
of four companies are spending 
more money on advertising this 

(Continued on Page 52) 


ABC, DuMont 
Protest AT&T 
TV Cable Plan 


New York, Sept. 29—Asserting 
that they will be unable to operate 
under the TV cable allocations as- 
signed by American Telephone & 
Telegraph Co., American Broad- 
casting Co. and DuMont Television 
Network this week asked the Fed- 
eral Communications Commission 
to intervene in the dispute. 

Formal complaints were filed 
separately by the companies. Both 
were alloted less than half as many 
weekly evening hours as National 
Broadcasting Co. and Columbia 
Broadcasting System in cable as- 
signments, covering several legs 
of AT&T circuits, and due to take 
effect Sept. 30. 

Unless prompt FCC action is 
forthcoming before that time, Du- 
Mont plans immediate legal action 
to stay the implementation of the 
cable assignments. As AA went to 
press it was not clear whether 
ABC, which had just registered 
its objections with the commission, 
would also seek injunctive re- 
lief if necessary to halt the Sept. 
30 effective date. 

Late Friday the network’s law- 
yers were still huddling over pre- 
cisely what particular points would 
be included in the ABC complaint. 


s DuMont’s complaint said that 
379 hours of choice evening time 
on 12 disputed circuits had been 
divided as follows: NBC, 167; CBS, 
121%; ABC, 53%, and DuMont, 37. 

DuMont said it was entitled to 
“an equal mathematical share of 
available time.” In addition, Du- 
Mont said that the phone company 
should be required to respect time 
preferences which DuMont speci- 
fied. 

“In many cases,” DuMont said, 

(Continued on Page 73) 
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Origin of ‘Be Happy-Go Lucky’ Siill 
Disputed; Two Say They Plan to Sue 


OPENER—Newly Weds Baking Co., Chi- 

cago, has its name in 4'-pt. type in its 

first magazine copy, to run in Life Oct. 9. 
(Story on Page 18.) 


Small Brewers 
Face Extinction, 
NY Survey Shows 


New York, Sept. 28—Small 
breweries are on the way out. 

At least that seems to be the 
consensus of many men in the 
brewing industry, as well as the 
opinion of admen familiar with 
current marketing problems that 
confront brewers, AA learned this 
week in a check of the local situa- 
tion. 

During the past few months 
several small breweries have been 
closed, moved or merged with 
larger competitors. Included 


(Continued on Page 76) 


Last Minute News Flashes 


Tatham-Laird Named for New Toni Products 


Cuicaco, Sept. 29—Tatham-Laird has been appointed to handle ad- 
vertising on all new Toni products, including Toni Creme Rinse, al- 
ready on the market, effective Jan. 1. V. T. Mertz is account executive. 
Foote, Cone & Belding will continue to handle all advertising of Toni 
home permanent, Creme Shampoo, Bobbi home wave, and the re- 
cently announced campaign featuring Permafix, new neutralizer be- 
ing packaged with all types of Toni kits. 


Lamont, Corliss Runs Two-Month Chocolate Drive 


New York, Sept. 29—-Lamont, Corliss & Co. has started a two-month 
campaign for its Nestle’s semi-sweet chocolate. The initial four-color 
ad broke Sept. 24 in Parade. Similar ads will be used in October issues 
of Better Homes & Gardens, Ladies’ Home Journal and This Week 
Magazine. October and November issues of Capper’s Farmer, Farm 
Journal, Family Circle, Household, Successful Farming and Woman’s 
Day will carry b&w pages. Grocery and variety store publications also 
are being used. Cecil & Presbrey is the agency. 


Ewell & Thurber to Add 2 Execs, 4 Accounts 


Cuicaco, Sept. 29—R. A. L. Herweg and Earl Sproul, account execu- 
tives with Schwimmer & Scott here, will join Ewell & Thurber Asso- 
ciates’ Chicago office about Nov. 1. Accounts slated to leave with them 
are: W. F. Straub & Co. (Lake Shore honey); Great China Food Prod- 
ucts Co. (China Beauty foods); and Rap-In-Wax Co., all handled by 


Mr. Herweg, plus H. H. Hixson Co. 


(coffee and cocoanut), handled by 


Mr. Sproul. The status of four other accounts handled by either Herweg 
or Sproul still is undecided. Both men, and all the accounts involved, 
came to Schwimmer & Scott from Mitchell-Faust Advertising Co. when 
the two agencies merged last year (AA, Nov. 14, ’49). 

(Additional News Flashes on Page 77) 


New York, Sept. 27—Inspired 
by the amount of interest created 
by American Tobacco’s “Be Hap- 
py, Go Lucky” slogan, ADVERTISING 
AGE decided to review the back- 
ground of the advertising theme. 

Documenting the history of the 
slogan, which dates back 20 years 
at least, proved to be a thankless 
assignment. Nobody seems to know 
who deserves credit for thinking 
it up. Oldtimers at the cigaret com- 
pany are convinced that the 
phrase, which is not exactly a 
new one, has been kicking around 
the offices of American Tobacco 
since the introduction of the brand 
in 1917. 

The general idea first turned up 
in Lucky Strike’s promotion in the 
early 1930s. Tiny cardboard fig- 
ures or objects were inserted in 
Lucky’s “flat Fifties.” There were 
instructions telling how to insert 
the cigarets in the openings to 
form place cards. The company 
called them “Happy-Go-Luckies.” 
At about the same time, and over 
a period of a year or so, the three- 
word phrase was used in the com- 
pany’s radio commercials. 


s In 1936 American’s point of sale 
displays advised smokers to “Be 
Throat Happy, Go Lucky.” This 
was given a rather limited circu- 
lation via cardboard store window 
displays. 

Throughout the years, numerous 
people (in one year, American 
received 1,500 letters) have sug- 
gested “Be Happy, Go Lucky” as 
a natural slogan for Lucky Strike. 
Although the release announcing 
the current “Be Happy” drive in- 
dicated that the slogan represents 
a revival of one used some 20 
years ago, nobody at American To- 
bacco remembers use of the four- 
word phrase in just that form as 
a theme previously. It has, how- 
ever, turned up from time to time 
in ad copy, a Lucky Strike exec- 
utive believes. Further, so far 
as American Tobacco knows, no 
suits ‘or litigation were ever in- 
volved with the phrase. 


= However, as to the origin of the 
phrase: Simon A. Halpern, head 
of the creative department at Lord 
& Thomas two decades ago, told 
AA that he dreamed up the line 
and that it was first used in the 
early ’30s on Lucky Strike radio 
programs. 

Since AA’s front-page story on 
the “Be Happy” campaign a couple 
of months ago, two people have 
written to volunteer the informa- 
tion that they had submitted the 
current Lucky Strike selling pitch 
to the company and planned to 
sue. 

Every day American Tobacco 
hears from people who say they 
created the slogan, but nobody has 
filed suit, the company reports. 


ws On Sept. 20, 1935, Walter Win- 
chell added to the confusion sur- 
rounding the origin of the slogan 
with a story published in his col- 
umn. His “Girl Friday” reported: 

“I just heard this story: True 


(Continued on Page 4) 
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Ad Specialties 
Men Say Sales 
Not Hurt by War 


Cuicaco, Sept. 28—The stepped- 
up mobilization program and its 
attendant material shortages is 
not likely to affect the advertis- 
ing specialties business. 

This was the consensus of ad 
specialties manufacturers gathered 
here this week for the 47th annual 
convention and specialty fair spon- 
sored by the Advertising Specialty 
National Assn. 

Sales at the fair were reported 
“satisfactory,” and at least equal 
to sales at last year’s show. How- 
ever, several manufacturers ex- 
pressed dissatisfaction with the 
practice, adopted for the first time 
this year, of allowing only associa- 
tion members to buy during the 


first two days of the convention. 
They felt that the exclusion of 
non-members might make this 
year’s sales fall below last year’s. 


a None of the manufacturers in- 
terviewed by AA expressed con- 
cern over possible shortages of 
metals, plastics or paper, due to 
the war. Most of them called at- 
tention to what happened during 
World War II, when ad specialties 
did a booming business, and most 
manufacturers were able to pro- 
cure a reasonable proportion of 
their prewar supply of materials. 

The World War II boom, manu- 
facturers explained, was due pri- 
marily to two factors: (1) Excess 
profits taxes made companies feel 
free to spend more on specialties, 
and (2) companies that had. few 
products to sell, and thus curtailed 
their regular advertising, diverted 
some of these ad funds to the pur- 
chase of ad specialties for distribu- 
tion to customers. 

Some manufacturers did express 
concern over rising labor costs. 


POST-MEETING CHAT—Relaxing ofter an afternoon session at the ANA meeting 

were (left to right) William M. Stedman, director of advertising, American Home 

Products Corp., New York; Stuart Peabody, assistant vice-president in charge of 

advertising and public relations, Borden Co., New York; Paul West, ANA presi- 

dent; Albert Brown, vice-president in charge of advertising and merchandising, Best 
Foods Inc., New York, and |. W. Digges of the ANA Council. 


With jobs in the industries becom- 
ing more plentiful it is difficult, 
they claimed, to keep workers in 
an industry that makes low-cost 
items and can’t compete with in- 
dustries that have higher wage 
scales. 


s Products exhibited at the show 
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If your products sell to families that are building, 


buying, equipping and furnishing homes, 
Small Homes Guide is your most productive 


advertising buy! 


wae ;, For Small Homes Guide is edited specifically — \ 
santa ore and exclusively——for these people. Its editorial 
o formula attracts them—and no others! You buy 


no waste circulation. 


ie _ That's why Small Homes Guide readers form the 
by a richest, most concentrated collection of buyers any 


to cultivate. 


1s * i ae: 


First 
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The budget-must for 
building materials, equipment, 
ae decorations, furnishings, 

_.\ financing, insurance. — 


pie -. 82 West Washington Street 
\ £55 Cee Chicago 2, Illinois 
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in the New Home Market _ 


° publication offers in the new-home field . . . the 
bie ay © gh 4 most fertile of all advertising markets for you i 


oe 
es 


ranged from scratch pads, costing 
a few cents each, to luggage items 
selling for $70-$80. In addition to 
the usual plethora of calendars, 
letter openers, clocks, bookmarks, 
etc., there were such items as cali- 
pers, first aid kits and windshield 
scrapers. Because of the war, map 
makers were very much in evi- 
dence, with battle maps of Korea 
and the surrounding areas. 

One of the more unusual items— 
and probably the most expensive 
item at the show—was a traveling 
bar. Weighing 21 lbs., it has room 
in it for four bottles, and contains 
complete sets of plastic cups, shot 
glasses, stirrers, coaster, etc. Made 
by Saltz Advertising Specialties, 
San Francisco, it sells for $95. 


Remington Names Bastianello 


M. George Bastianello has been 
named assistant sales manager of 
the business services departments 
of Remington Rand, New York. He 
joined the company recently to 
aid in coordinating the expansion 
of its management method and 
service operations. 


Advertising Age, October 2, 1950 


TV Show Taken by ~ 
Philip Morris for 
Bond St. Tobacco 


New York, Sept. 28—Philip 


Morris & Co. last night started © 


a 15-minute sports program for 

Bond Street tobacco over CBS-TV. 

Cecil & Presbrey is the agency. 
The show will be composed of 


filmed highlights of outstanding > 


sports events of the past and will 
be aired regularly, immediately 
following the Wednesday night 
fights over Columbia. This is Bond 
Street’s first regular network TV 
series. The company now has a 
rather extensive comics schedule 
for this tobacco product; it will 
be curtailed somewhat to permit 
the inclusion of television in the 
advertising budget. 

Philip Morris cigarets will have 
one less network radio vehicle 
after Oct. 19 when “Crime Photo- 
grapher” will be discontinued over 
CBS. Biow Co. handled this mys- 
tery series, 


Cowan to University 


Donald R. G. Cowan, who has 
conducted his own marketing re- 
search organization in Cleveland 
since 1945, and was previously di- 
rector of research for Republic 
Steel Corp. and Swift & Co., has 
been appointed professor of mar- 
keting in the school of business 
administration of the University 
of Michigan. He is a former pres- 
_ of the American Marketing 

sn. 


‘Flair’ Names Martin 

William J. Martin, formerly 
with The American Weekly, has 
joined Flair as Philadelphia adver- 
tising representative. 


* According to latest sales figures. . . 
Almost everything sells better in the 


Growing Greensboro Market 


EXCEPTION: Fatima’s Filigreed Fans 


BUT YOU’LL SELL MORE of practically everything 
else in the Growing Greensboro 12-County Market— 
which accounted for 400-million dollars, or ONE-FIFTH* 
of all retail sales in North Carolina last year! .. . It’s the 
nation’s NINTH MARKET ** in percentage of retail sales 


increase, 1948 over 1938. 


70% coverage of the Greensboro 12-County ABC Market— 


and selling influence in half of 


*Salec Management Figures. 


**Modern Industry 


Greensboro | 
News and Record 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


North Carolina! 


Magazine 
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Pen are ee 


There is something 
about a kid that makes 
softies of strong men, 
evokes the maternal in 
mother . . . and compels 
buying ‘cause few 

can resist the 

imploring “Buy me” of 
a kid. Impressionable 
and receptive to new 
ideas, brand conscious 
and highly discriminating 
in the long list of 

things they want... . 
America’s younger folks 
are a vital marketing 
factor. Have you 
included ‘em in your 
1951 advertising plans? 
Better Buy Comics! 
The kids do. 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Appoints Edward Harrison 

Edward K. Harrison, formerly 
dean of men of Washington Uni- 
versity, St. Louis, has been named 
account service director of War- 
ner, Schulenburg, Todd & Associ- 
ates, St. Louis agency. Prior to 
being dean of men, Mr. Harrison 
was public relations director of 
the university. 


Signs Detroit Grid Series 
Broadcasts of the complete 1950 
football schedule of the University 
of Detroit are being sponsored by 
Plymouth Dealers of Greater De- 
troit over Station WJBK, Detroit. 


CRABS ATTENTION 
Wy te NK. —_ 


SAVES 
SIGN-MAKING 
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“on your letter- 
~ SAMPLE. com 
on andlow 
MeeAMME MAKE YouR OWN 
SIGNS THE MOMEN 
YOU NEED THEM 


Origin of ‘Be Happy-Go Lucky’ Still 
Disputed; Two Say They Plan to Sue 


(Continued from Page 1) 
or not—it is interesting... A man 
is supposed to have walked into 
the ad agency for your old cigaret 
air sponsor. 

“He asked for the Top Man... 
When he was brought to him the 
visitor said: ‘I have here four 
words on a piece of paper. If you 
like them and decide to use them 
—write me a check for $25,000. 
If you don’t like them just hand 
me back the paper and please 
forget about it.’...The ad exec 
looked at the four words, which 
were: ‘Be Happy—Go Lucky’.. 
He immediately ordered a check 
made out for 25 Gs to the caller, 
and the legend goes that the ciggie 
company will lose no time using 
the new slogan.” 

This fable caught the eye of 
The New Yorker, which two years 


later sent a man to see George 
Washington Hill Jr., then ad man- 
ager of the company. Mr. Hill 
told the magazine American To- 
bacco “never paid anybody any 
money for the phrase.” 


ws There is at least the possibility 
that the four words represent an 
idea which has come to many 
people. Winchell subsequently re- 
called, somewhat tardily, that the 
phrase was used a couple of years 
before on a radio show, “Magic 
Carpet,” of which WW himself 


.| was the pilot. 


Such cases in advertising are 
fairly common. R. J. Reynolds To- 
bacco Co. is supposed to have been 
plagued for years by people who 
have rung changes on the theme 
that Camels used to carry wise 
men, and now wise men carry 


Camels. 

In 1937, AA reported the device 
of George R. Jordan (later to 
star briefly as Maj. George Racey 
Jordan), then advertising manager 
of Piel Bros. Brewery, who was 
driven to mimeographing a letter 
rejecting the slogan “Piel’s Ap- 
peals,” after receiving 100 offers of 
the slogan in a single year. 


Has Whitewater Raincoat 

From information obtained from 
Loise Mark & Associates, Milwau- 
kee, the Aug. 28 issue of ADVER- 
TISING AGE reported that White- 
water Raincoat Co., Whitewater, 
Wis., had placed its account with 
the Mark agency. Whitewater 
Raincoat has informed AA that 
it still retains Morrison Advertis- 
ing Agency, Milwaukee, as its 
agency. 


B-1 Beverage to Zalken 

William Zalken & Associates, 
St. Louis, has been retained by 
B-1 Beverage Co., St. Louis, to 
handle its advertising and public 
relations. Wesley K. Nash Co., St. 
pay formerly handled the ac- 
count. 
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INSTITUTIONS PUBLICATIONS 


Large consumers and big buyers in both Government 
institutions and Civilian institutions constitute the 


readers of INSTITUTIONS MAGAZINE and users 


ing, m 


serving all 


Followin 
reached 


Bureau of Ships 


in these two publications. 
buying information, both publications are 
unparalleled as they are the only ones 


tions field. 


Procurement Officers, 


Purchasing Offices 

Supply and Facilities 

N a toa Offices 
avy has’ 

Bureau of Yards" and 
Docks Supply Offices 


Department of ‘the Navy 


of INSTITUTIONS CATALOG DIRECTORY. 
Faced with the same problems of the mass feed- 
ing and mass-housing of millions of people 
daily, they find the answers to their common 
problems of food service, equipping, furnish- 
aintaining, remodeling and expansion 


As sources of 


segments of the institu- 


types of procurement offices 
4 by INSTITUTIONS PUBLICATIONS: 


Aviation Supply Offices 
Material Commands 
ffices, 


CONSULT YOUR Z| DVERTISING \cENcY 


Your Advertising Counsel can render an indispensable 
service in planning the solution to one of your most 
important and basic sales problems. . . That of placing 
your product data in the hands of the individual men 
and women who specify or actually place the order for 
your firm’s products. Ask your agency today. 


INSTITUTIONS MAGAZINE 
INSTITUTIONS CATALOG DIRECTORY 


1801 PRAIRIE AVE. 


Totaled $345,370 


Advertising Age, October 2, 1960 


GF Will Cooperate 
on ‘Fair Solution’ — 
of Red Controversy 


New York, Sept. 29—Genera 
Foods Corp. this week rele 
its first official statement on th 
radio-TV “blacklist” controvers 
since the Aug. 29 announcemen 
dismissing Jean Muir from th 
cast of “Henry Aldrich” (NBC 
TV) as a “controversial personal 
ity.” 

This week the company, which 
dropped Miss Muir after some 20 
complaints based mostly on her 
inclusion in “Red Channels,” a 
book listing radio-video personal- 
ities of alleged leftist leanings, 
stated: 

“Discussions are now takin 
place in the industry to find a 
constructive solution to the broa 
problem growing out of such dis 
loyalty charges.” 


General Foods playing one of th 
principal roles in “The Goldbergs’ 
despite a few protests, and despit 
his listing in “Red Channels.” 


a “In view of this developmen 
and in consideration of any wh 
are associated with our radio an 
television programs, General F 
will temporarily suspend applica 
tion of the company’s long-stand- 
ing policy covering use of contro- 
versial material and personalities. 

“We will encourage and will co- 
operate with any constructive ef- 
fort toward a lasting solution 
which will be fair and equitable 
for all parties concerned.” 

Tonight at a meeting called by 
the American Federation of Radio 
Artists, representatives of net- 
works, advertising agencies and 
advertisers will seek to lay the 
groundwork for an “intelligent 
solution” to the problem of the 
radio industry, which hopes to 
protect itself from red infiltration 
and individual performers from 
unfair discrimination. 


Louis-Charles Gate, 
with Pabst’s Share, 


NEw York, Sept. 28—Although 
gate receipts for the Joe Louis- 
Ezzard Charles fight last night— 
an estimated $205,370—did not 
come up to pre-ringtime predic- 
tions, officials of the International 
Boxing Club said the meeting was 
definitely a “financial success.” 

An estimated 25,000,000 people 
had TV tickets to the bout, and 
many more a radio ringside seat 
(CBS and CBS-TV), thanks to 
Pabst Sales Co., which paid $140,- 
000 for the rights. Approximately 


Co 


Apts 


DOT ha 


22,357 were on hand in Yankee 
Stadium to see the fight in person. 
Another source of revenue, of 
course, will be returns from mo- 
tion picture films of the event. 


= TV as many believe, may have 
lowered the take at the gate, but 
at least three other Louis fights 
in Yankee Stadium were less lu- 
crative than the Bomber’s “final” 
appearance in the ring, according 
to Ring Magazine. 

Ticket sales for his bout with 
Sharkey totaled $159,000, while his — 
meeting with Godoy and Baer 


drew $164,000 and $189,000, re-_ 


spectively. 


Belmont Radio Starts Drive 


Belmont Radio Corp., Chicago, — 
maker of Raytheon television re- 
ceivers, has launched a public 
service ad program, using news- 
paper ads in 44 principal TV 
cities.The ads supply non-competi- 
tive answers to the general ques- 
tions about television which are 
most often asked of any dealer. 
Henri, Hurst & McDonald, Chicago, 
is the agency. 
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Now! Low Cost Original Duplicates For 


Color Process Reproduction— Cinithin DOT joa! 


| aes months of patient experimental work 
DOT has developed an answer to the plea of adver- 
tisers and publishers for duplicate color engraving 
material at reasonable cost. 

Here is what can be done for you: When your 
original color process engravings are completed 
DOT will produce from them, within only a few 
days, a set of solid 16 gauge copper originals at 
50 to 75% less than the cost of the original set of plates. 

Eliminated is the necessity for switching plates, 
pulling protection moulds, or furnishing electros 
or patent types to publishers unwilling to accept 
them. Where merchandising requirements demand 
that all insertions of the same ad break simultane- 
ously, color campaigns can now be planned with 
important savings in the mechanical budget. 

Dor DupticaTeEs are non-distinguishable from 
originals, having all the physical qualities of any 
copper photoengraving. They have been proven 


and accepted, and DOT guarantees them to be 
acceptable to any and all publishers. 

Dor Dupe ticate ORIGINALS are made by a 
SpecIALIzED Process* and are in no way com- 
parable to any kind of electrotype or patent type. 
They are non-moulded, thus avoiding the possi- 
bility of register or depth loss. In fact greater depth 
and cleanliness than that of first originals will be 


standard procedure. 


Now get this. Finished four color proofs and 
progressives on the correct publication stock are 
included in the price. Limited corrections for stock 
and ink changes are also made at no extra charge. 
When specified, proofing will be done on DOT’s 
battery of modern Vandercook four color wet 
proofing presses. 

Prices and any other information you desire 
will be sent promptly upon request. 


* U.S, Patent applied for. 


600 West Van Buren St. + Chicago 7, Ill. 
IF YOU CARE TO PHONE US, DIAL STate 2-5367 
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Canadian Ad Group 
Cited by American 
Trade Assn. Execs 


Boston, Sept. 27—The Assn. of 
Canadian Advertisers today re- 
ceived a top award in the annual 
competition conducted by Ameri- 
can Trade Assn. Executives. 

The Canadian association was 
cited as having achieved more 
than any other trade association of 


comparable size on the continent, 
“especially for its steadily ex- 
panded program of activities in the 
past ten years, which has resulted 
in its being recognized as the ef- 
ficient voice of the national ad- 
vertising industry in Canada.” 
Among the accomplishments 
mentioned were the formation and 
administration of such subsidiary 
operations as the Bureau of Broad- 
cast Measurement, the Canadian 
Circulations Audit Board and the 


Foundation. 

The award was accepted at the 
annual American Trade Assn. Ex- 
ecutives meeting by Athol Mc- 
Quarrie, ACA general manager. 
The ACA was the second Canadian 
organization in 15 years to win a 
top award. 


Kaufman Agency Moves 


Kaufman Advertising Agency 
has moved from 54 Church St., 
Hartford, Conn., to larger quarters 


Canadian Advertising Research! at 252 Asylum St. 


Appoints Picard Agency 

Picard Advertising Co., New 
York, has been appointed to handle 
the advertising of Precision Recti- 
fier Corp., Brooklyn, manufacturer 
of selenium rectifiers for radio, 
electronic and electrical industries. 
Business papers will be used. 


To Morey, Humm & Johnstone 
William L. Wernicke, formerly 
director of TV for Stanley-Neal 
Productions, New York, has been 
named TV director of Morey, 
Humm & Johnstone, New York. 


A POWER IN THE FAMILY 


A power in the family council, it’s the boy who comes up with the 
deciding vote when buying decisions are made. Particularly where his 


personal needs are at stake. 


ES... cr scnccn surmns 


Among BOYS’ LIFE readerg: 43% of fountain pen owners select the 
brand they own, 49% the brand of mechanical pencil they use, 40% put 


in the order for their portable typewriters. 


34.8% of parents are brand-directed to the radio that appeals to the boy. 


ee 


Es 


——— 


34% of the time, the watch worn by BOYS’ LIFE readers is a boy- requested brand. 


OR PORTABLE RADIOS 


EVEN THE VALUED GIFT OF A WATCH 


FOR PRODUCT AFTER PRODUCT, YOU'LL 
DISCOVER IF YOU LOOK, THERE’S A BOY 


BEHIND THE HAND THAT 


To reach the boy behind the sale, use the one magazine with the greatest 


boy influence: BOYS’ LIFE. 
TO PUT BOY POWER IN 


MAKES THE PURCHASE. 


YOUR '51 SCHEDULE, BUY 


Boys Life 


THE NATIONAL MAGAZINE FOR BOYS 


A great selling force in the boy market 
read by 1,800,000 boys.each month | 


} COUNCIL 


PUBLISHED BY THE BOY SCOUTS OF AMERICA, 2 PARK AVENUE, N. Y. 16, N. Y. 


*THE BOYS’ LIFE STORY is dramatically told in the new 1950 BOYS’ LIFE survey. Write or ask your BOYS’ LIFE representative for a copy of the survey today. 


Lewyt Says Ad 
Drive Made Sales 
Hit $32,000,000 


Cuicaco, Sept. 26—“The be 
way to back up distributors and 
dealers is with an aggressive and 
powerful advertising and promo 
tion campaign,” according to Alex 
Lewyt, president of the Lewyt 


Corp., New York, manufacturer of | 


the Lewyt vacuum cleaner. 

Speaking last night before mem- 
bers of the Sales Executives Club 
Mr. Lewyt outlined what he called 
Lewyt’s “shoot the works” pro 
motional policies. This program 
he said, has resulted in a retail 
sales volume of $32,000,000, rep 
resenting sale of 400,000 units. 
over a period of three years. 

This achievement in a highl 
competitive field (there are some 
21 companies manufacturing vac 
uum cleaners) is a testimonial ta 
the coordination of advertising 
promotion, publicity and carefu 
selection. of dealers and distribu 
tors, he added. 


a The Lewyt promotion program 
which is divided into an advertis 
ing phase and a merchandising 
phase, calls for an expenditure of 
$1,500,600 on vacuum cleaner pro 
motion during 1951. Approximate 
ly $700,000 will be spent in maga 
zines and business papers, while 
the remainder will be allocated fo 
newspapers, radio and televisio 
spots, outdoor and special promo- 
tions. Dealers will tie in with cam- 
paigns at the local level on a co- 
operative basis. 

One part of Lewyt’s merchandis- 
ing plan consists of a publicity 
program using comics’ books, 
stories and promotional stunts. 
second part of the plan features 
what Lewyt calls the “Marke 
Place”—a compact, easy-to-man 
ipulate vacuum cleaner displa 
where the prospect “sees, judges 
and goes home convinced,” Mr 
Lewyt said. 


s Supplementing the store floo 
display are keyed dealer’s sales 
talks which “make the dealer’s 
job easier—help him to sell clean 
ers as quickly as refrigerators 
washers and other electrical ap 
pliances,” he added. 

In addition, promotional novel 
ties and giveaways are used to hold 
the prospect’s attention and to 
create good will. This type of pro 
motion, he explained, exposes the 
Lewyt to the masses. 

The final step in the promotio 
program discussed by Mr. Lew 
was the company’s outside selling 
program, where prospects are 
called on only by appointment 
through leads gained from nationa 
advertising inquiries. 

The problem of training sales- 
men has been solved, he said, by 
training men in other occupations 
to sell Lewyt in their spare time. 
Many of these men eventually shift 
to fulltime selling of Lewyt, he 
added. 


Becomes Porter Henry & Co. 


Horton & Henry Inc., New York 
sales training, promotion and re- 
search agency, has changed its 
name to Porter Henry & Co. Elli- 
ott Baker, film writer, and Alan 
B. Sinauer, business writer, have 
been named vice-presidents. Mr. 
Baker is in charge of motion pic- 
tures, slide films and dramati 
presentations. Mr. Sinauer is in 
oa of sales manuals and bulle- 
ins. 


Fischer Joins Tatham-Laird 


Clare Fischer has joined the 
copy department of Tatham-Laird, 
Chicago. She was formerly ir 
display copy at Marshall Field & 
Co. and in the New York and 
Chicago offices of Young & Rubi- 
cam. 
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pulling power 


The selection of the right market is the first consider- 
ation for the pulling power of any ad. The families in 
12 states in the First 3 Markets area account for over 
40% of all U.S. retail sales. First 3 Markets Group 
reaches 42 % of all families. That’s almost half of the 
families that account for almost half the retail sales 
in the country! 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 


. PHILADELPHIA SUNDAY INQUIRER 
r. 

d rotogravure 

n colorgravure 


picture sections 
magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIchigan 0578 
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Servicing of TV 
Looms As Major 
Industry Problem 


(Continued from Page 1) 
ing to the Korean War, predic- 
tions of excise taxes and higher 
TV prices. 
Recently Capital Television 
Corp., one of the largest television 


AMAZING NEW 


IME SAVER 
OR PASTE UP 


$s RUDBER CEMENT ‘co. 


OM MICHIGAN AVE CHICAGOT ILE DEPT A 
6 OM PLETE LINE OF ARTIST RYAATE RIALS 


service companies here, failed, 
leaving thousands of set owners 
holding worthless but paid-up con- 
tracts. Newspapers subsequently 
revealed that many service agen- 
cies were not living up to their 
contracts and that some were en- 
gaged in unethical practices, e. g., 
switching parts between sets. 


s Some of the manufacturers feel, 
a little resentfully, that if Capital 
hadn’t failed, the rhubarb would 
never have developed. Meanwhile, 
the Better Business Bureau re- 
ported a tremendous increase in 
the number of inquiries and com- 
plaints in the radio and TV field 
during July and August. Here’s 
the BBB’s score card of inquiries 
and complaints on TV service: 


Inquiries Complaints 
1949 1950 1949 1950 
ee 74 180 70 242 
ees 109 152 74 239 
ee ee 87 494 90 810 
a 78 758 114 1045 , 


Officials said, however, that 
there seemed to be more com- 
plaints in connection with service 
contracts than on the “per call” 
setup. This was attributed large- 
ly to the lack of experienced re- 
pair men, financial instability and 
the fact that service agencies prob- 
ably have too many calls to make. 
An additional difficulty, in the 
case of contracts, is that the serv- 
ice rate, in some instances, has 
been set too low. 


s The BBB pointed out that in 
many cases the TV set owner had 
no idea what was the matter with 
his instrument and as a result, it 
is frequently impossible to tell if 
it is the service company that’s at 
fault. 

Service companies, the BBB 
said, handle a varying number of 
calls from set owners. The aver- 
age repair crew, consisting of two 
men, is estimated to make five to 


ten calls daily. However, in the 
case of extensive set repairs this 
estimate might drop as low as 
three calls daily. Another factor 
tending to keep the number of 
calls low is the distance a repair 
crew has to travel between set 
owners in distress. 

The BBB, in a recent report, 
noted “considerable improvement” 
in the advertising of TV servicing. 
Progress was attributed to the 
adoption of “standards for the ad- 
vertising and selling of radios, 
television receivers and service, 
and home appliances.” 


s Now that set owners know what 
to expect from their service agen- 
cies, calls to these concerns are 
on the increase. Recently, many of 
these are “anxiety calls” by wor- 
ried TV set owners who want to 
be sure that all is well with their 
service company. 

Set manufacturers, with a few 


Aiming for the Mountain-West market? 
Here/are 3 things you ought to know — 


92,857.* 


. The Salt Lake City Deseret News gives you nearly 242 
times more coverage than any other evening newspaper 
in the Salt Lake-Mountain West market. 


2. Circulation has increased more than 131% in 3 years. 


3. Daily circulation now stands at an all-time high of 


More and more the best advertising buy in 
the rapidly growing Mountain West market 


Salt 


Lake 


City 


Serves The Mountain West — Daily and Sunday 


National 


Representative: 


Cresmer 


ee 


Woodward, 


*Publisher’s 
June 30, 1950 
Interim Statement 


$0 @ « 
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exceptions, seem largely indiffer- 
ent to the commotion. They are 
letting distributors and service 
agencies work out the problem. 

Set manufacturers acknowledge 
a “moral obligation,” and tell set 
purchasers that they will guaran- 
tee any service contracts made 
through or with any authorized 
dealer. 

While many TV manufacturers 
have some sort of factory service 
arrangement—which they candid- 
ly told AA they would rather not 
publicize because they are money- 
losers—DuMont, and particularly 
Radio Corp. of America, make 
special efforts to keep their re- 
spective sets in constant service. 


s In addition to franchising serv- 
ice outfits, DuMont owns Teleset 
Service Control. Should a DuMont 
dealer not have his own service 
affiliate, or be presented with a 
repair job he can’t handle, he can 
call on a Teleset regional office 
and a serviceman—factory trained 
on DuMont repairs—will fix the 
set. 

RCA Service Co. is a subsidiary 
of RCA Victor, the most all-en- 
compassing setup on the market 
today. An RCA television purchas- 
er may make a servicing con- 
tract direct with RCA or through 
an authorized dealer, with RCA 
Service Co. fully responsible in 
either case. Consequently, RCA 
owners buy their sets assured that 
servicing problems are in the 
hands of one of the largest TV 
manufacturers. 

In general, RCA occupies a 
peculiar position in the entire in- 
dustry. Indirectly, it is profiting 
from the bad service publicity. 
An official of the company in- 
dicated that RCA servicing con- 
tracts have taken an upsurge, al- 
though he wouldn’t say how much, 
since the fanfare. 

With a 50% increase in the 
number of cities connected to 
American Telephone & Telegraph 
Co.’s TV networks as of Sept. 30, 
the servicing problem is bound to 
expand and will undoubtedly get 
worse before it gets any better. 


New York Pressmen, 
Compositors Reopen 


Wage Negotiations 


New York, Sept. 28—Wage ne- 
gotiations between the Newspaper 
Pressmen’s and Compositor’s Un- 
ions and the Publishers Assn. of 
New York City are expected to be 
reopened next week. 

Both unions rejected proposed 
new wage scales a week ago as 
inadequate in the face of higher 
living costs. The proposed wage 
increases were for $3.50 a week 
(AA, Sept. 18). 

New wage contracts are being 
negotiated by the Newspaper 
Guild with the New York Daily 
News and the New York Mirror, 
and the guild’s wage agreement 
with Time Inc. has been reopened. 
The guild also will open negotia- 
tions for new contracts Nov. 1 
with the New York Herald Tribune 
and the New York Post. 


P&G Signs with CBS-TV 
for Daily Soap Opera 


Procter & Gamble Co., Cincin- 
nati, will sponsor a daily soap 
opera on video, starting Dec. i 
over CBS. The drama will be 
called the “First Hundred Years.” 
Columbia expects to get annual 
billings of approximately $1,400- 
000 for the deal. Benton & Bowles 
is the agency. 


Longines Show Bows on ABC 


“Longines Symphonette,” spon- 
sored by Longines-Wittnauer 
Watch Co., New York, begins a 
four-nights-a-week series, Monday 
through Thursday, over American 
Broadcasting Co. network on Oct. 
2, 10:35-11 p.m., PST. Victor A. 
Bennett Co., New York, is the 


agency for Longines. 
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One year ago WDAF-TV beamed its first picture to a waiting city 
and area. Today more than 60,000 set owners approve its 
popular blend of news, sports, music, drama, movies, public service 


and studio presentations. 


Now WDAF.TY is on the cable ... carrying top shows of ALL 


networks ... keeping Kansas City television dealers 


hopping to meet demand. 


If you want ACTION in the husky, thriving Kansas City market, 
put WDAF-TV audience-pleasing, sales-building know-how 
behind your product. 


Field Intensity Map and Coverage 


Information on request . 
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the 


of America 


Do you remember the first copy of The Satur- 
day Evening Post you ever read? 


You probably saw your father reading it. 
You picked it up when he put it down. What 
a wonderful, exciting, fabulous world it 
showed you. 


Here was America—with its drama and its 
laughter, its dreams and its heartaches, but 
always busy, always alive, always inviting. 


Here were stories that made you grip the 
arm of your chair with excitement or chuckle 
with delight. Here were articles about people 
and places that raised your eyebrows with 
the wonder of them. Here was a magazine 
that got to your heart as a boy. 


Today you are older, wiser, more experi- 
enced. You read the Post in a different way 
now. But it still gets to your heart. 


The Post is edited for the entire family. We 
do not mean that there is a children’s page 


or a woman's story in the Post. The whole 
magazine—word and picture, editorial and 
advertising—interests and influences all ages 
and both sexes. 


It is only natural that over the past twenty- 
five years the Post has singlehandedly brought 
greater success to more advertisers than any 
other medium in the world. 


A comprehensive survey of weekly 
magazine reading reveals that: 


1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4. Readers have more confidence in prod- 
ucts advertised in the Post 


5. Readers pay more attention to adver- 
tising in the Post 
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1 SAY RELIEF IS 
RUINING FAMILIES 


By Judge Jacob Panken 
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Here’s How a 
; Football Upset Happens 


By ARTHUR L. GUEPE 
Heed Coach at Virgins 
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Nothing Is Certain But Change 


There is something almost startling in the significance of the news 
report carried in these columns last week to the effect that Cali- 
fornia Fruit Growers Exchange has purchased exclusive rights to 
use of the trademark “Sunkist” from California Packing Corp., for 
$1,250,000. 

As has been reported previously, the fruit growers have used Sun- 
kist as their trademark on fresh fruit since 1908, and Calpak has 
used the same mark on canned and dried merchandise, except citrus. 

This arrangement disturbed nobody for almost 40 years. Calpak 
fulfilled the legal requirements to keep the brand name alive in its 
field, but made no significant attempts to promote the trade name, 
while the fruit growers put something like $55,000,000 into making 
Sunkist synonymous with fresh citrus fruits. 

Then along came the day which many thought would never come— 
the day when it was possible to deliver an acceptable citrus juice 
in a can. At that precise moment the value of the Sunkist name for 
canned products became extremely valuable. In fact, much of the 
reluctance of California Fruit Growers Exchange to enter the boom- 
ing frozen juice field can reasonably be attributed to the inability 
of the organization to use its famous brand name on such a product. 

Now the dilemma has been solved—at considerable cost to the 
growers’ organization, and at a tidy profit for California Packing 
Corp. Undoubtedly, the deal represents the largest dollar payment 
ever made for a trademark, unaccompanied by any other asset, phys- 
ical or otherwise. From this standpoint alone the transaction is im- 
portant, since it demonstrates graphically how valuable a trademark 
can be. 

From another standpoint, the transaction seems to mark the end of 
an era, although we are certain that California Fruit Growers Ex- 
change will be the first to deny such an implication. The fact is, 
however, that the marketing of citrus fruits is being revolutionized, 
and canned (frozen) juices, which have already cut such a remark- 
able swath in the citrus field, are in the ascendancy. 

A couple of decades ago the California citrus interests succeeded 
in increasing the consumption of orange juice tremendously by mar- 
keting electric orange juicers to soda fountains and restaurants; now 
a measure of the revolution of the citrus field is the increasing nurn- 
ber of frozen juice dispensers which are appearing in these same 
types of outlets. 

Time moves on—science operates in its mysterious and sometimes 
terrifying ways—and the one thing the marketing and advertising 
man can accept as irrevocable truth is that things will be different 
tomorrow from what they are today, or were yesterday. 


Do Dollars and Duty Conflict? 


Speaking of television, John P. Cunningham of Cunningham & 
Walsh, New York agency, said to the Assn. of National Advertisers 
last week: 

“An amazing instrument has been thrust into our somewhat clumsy 
hands by the precise fingers of science. 

“Are we going to have the breadth and the vision and the com- 
mercial self-control to use this great force wisely? 

“Or are we going to push an actress’ neckline down two points 
to raise our Hooperating one point? 

“Are we going to repeat some of the mistakes we made in the 
public prints ten years ago and the mistakes we made during the 
early days of radio? 

“Or are we going to get smart before we get rebuked?” 

These, we submit, are not rhetorical questions. They are serious, 
basic, fundamental questions. And we agree with Mr. Cunningham’s 
assertion that “never in our business was that rare commodity, 
called foresight, more needed.” 


WE HAVE LEARNED ASSOCIATE 
CERTAIN PRODUCTS wiTH ROMANCE y/ 
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The Unseen Audience, by H. T. Webster. 
Reprinted by Permission, New York Herald Tribune Inc. 


What They're Saying 


Churches and Economics 

All of these conferences and 
studies on the application of 
Christian principles in economic 
life will produce a great change in 
the pronouncements of the 
churches, for gradually these state- 
ments will come out only of in- 
formed discussion of competent 
people. But let me say with vigor 
that what they say will continue 
to be sometimes uncomfortable 
and penetrating. The church 
preaches a gospel of perfection, 
and of divine discontent with any- 
thing less... It cannot praise the 
free enterprise system as the King- 
dom of God because our system 
has not quite achieved that status. 
The church will always insist that 
this is God’s world, not man’s, and 
that religion is the integrating 
factor for all of life, not just some- 
thing to preach on Sunday... 

But a good many Christian 
spokesmen have gone completely 
off the track of sound religion and 
sound theology when they have 
sought perfection only and refused 
to make responsible judgments 
between worse and worst. Laymen 
have to choose the best course they 
know, perfect or not. The church 
cannot say that our mixed econo- 
my and enterprise system is 
Christian, but it certainly can say 
that it is the most successful yet 
worked out, and it can avoid call- 
ing other pastures greener just be- 
cause they are further off. It can 
say to laymen in economic life 
that they must get in the fight for 
moral standards, even if it means 
dirtying their hands, and use their 
best brains and the best religion 
they knqw to make the hard de- 
cisions between alternatives, all 
of which do some harm to peo- 
ple... 


—Charles P. Taft, Cincinnati attorney 
and former president of the Federal 
Council of Churches in America, in 
a discussion of the churchman’s view 
of creating a better understanding of 
the U. S. economic system, at a meet- 
ing of the Committee for Economic 
Development, Washington, D. C., May 
18, 1950. 


Newspaper Freedom 

If the Lorain Journal, which in- 
dulged in advertising practices no 
other newspaper would follow, 
could have been found guilty of 


violating the anti-trust laws and 
punished forthwith and then have 
that decision rest by itself as an 
isolated and unusual case—that 
would be one thing. 

However, the Lorain Journal 
has been found guilty in an opin- 
ion that is going to set a precedent 
and open the doors for further 
government action against adver- 
tising and editorial practices— 
that’s an entirely different thing. 

There is little doubt the Lorain 
paper pursued advertising policies 
designed to injure its radio com- 
petitor. We, like all responsible 
newspapers, do not condone such 
practices. But this cannot be boiled 
down to a pure case of anti-trust 
violation without any considera- 
tion for the protection of the First 
Amendment... 

The injunction order has not 
been prepared yet, but it can be 
supposed that it =*™" ->strain the 
Journal from refusing advertising 
of any merchant purely on the 
ground it is placed also with the 
local radio station. Any time in the 
future that an advertiser’s copy is 
rejected, for any reason, he can 
run to the courts for so-called “ 
lief” under the injunction. 

That places the courts, and the 
government, squarely in the busi- 
ness of deciding what advertising 
this newspaper should or should 
not be forced to publish... . 

Much as we dislike what the 
Lorain Journal has done, we must 
agree with its publisher that “the 
question of what appears in a 
newspaper’s columns still is one 
to be decided by the publishers— 
that a newspaper may accept or 
reject material as it sees fit, re- 
gardless of whether the material 
is advertising or news matter.”... 

We trust the Supreme Court will 
examine more thoroughly the 
principles involved. 


—Editorial in Editor & Publisher, 
Sept. 9, 1950. 


Politics and Selling 

Politics is just like selling soap, 
no difference at all. You have to 
have a good ad. Get your name 
before the people so they’ll re- 
member it when they go in to 
vote. 


—Former Chicago Mayor Edward J. 
Kelly, as quoted in Life, Aug. 25. 


Advertising Age, October 2, 1950 


Rough Proofs 


Gladys the beautiful receptionist 
says she wonders why in those ads 
featuring the old-fashioned picture 
of Sherwin Cody they don’t take 
some of the hair off his chin and 
put it on top of his head. 

* 

Gallup’s Audience Research In- 
stitute says movie attendance drop 
equals the drop in movie advertis- 
ing volume. 

Any good adman would have 
come up with the same answer. 

° 

Lionel Barrymore, whose won- 
derful reminiscenses in the Post 
won’t do the movies any harm, 
probably hasn’t endeared himself 
to Roosevelt admirers by compli- 
menting the late President as a 
superb actor. 

7 

“There are many other excellent 
media that we would like to use,” 
says Don Francisco with reference 
to the new campaign of Florida 
Citrus Commission. 

The script sounds familiar. 

* 

California Fruit Growers’ Ex- 
change, which has _ advertised 
canned products under the Ex- 
change label, will now change the 
trademark to Sunkist. 

All it took to make this simple 
alteration was several years of 
negotiation and $1,250,600. 

* 

“Chambers & Wiswell gets all of 
New Haven,” headlines the world’s 
greatest advertising journal. 

Including the Yale Bowl? 

~ 

“Magazine reviews half century 
of scientific gains,” says the head- 
line. 

Fifty years ago no one had heard 
of radio commercial, shiftless 
transmissions or tinted toe-nails. 

os 

Don’t be too disappointed if you 
never get a Role in one, no matter 
how close and inviting the green 
seems to be. The World-Telegram 
and Sun’s tournament for aspiring 
acers shows the odds are about 
10,000 to 1 against you. 

a 


Brand “A,” says the St. Paul 
Dispatch-Pioneer Press, has 87.6% 
of the home permanent market 
there. 

Let’s see now, which twin city 
has the Toni? 

. 


In view of their origin, home 
permanents should feel right at 
home in the capital city of Minn- 
esota, once also the capital of the 
curly tress industry. 

* 

The Old Professor says that a 
purist is one who pronounces 
“data” with a broad “a” and in 
deference to its Latin origin treats 
it as a plural noun. He can’t be 
talking about Jimmy Durante. 

* 

Philadelphians believe one of 
the great tragedies of the Korean 
War is that Curt Simmons is peel- 
ing potatoes in training camp, 
while the Phillies prepare for the 
World’s Series without the aid of 
his good left arm. 

* 

“Breweries of various sizes in 
different parts of nation in need of 
sales managers,” says Small 
Brewers’ Assn. 

It’s probably a lot easier to get 
consumer researchers. 
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: One half of the Philadelphia Market 
ia lives outside the Gily limits 


“ We’ve been telling you that, in the Philadelphia Market, the 


swing is to the suburbs—now latest census figures prove it! 


at Population has increased 22.7% as compared to 6.5% in the city. 

o Suburban retail sales are up 206.3% against 175.1% in the city 
itself. To get this whole rich market—schedule THE INQUIRER ! 

a INQUIRER GIVES INTENSE COVERAGE IN 

af ; . THE CITY AS WELL AS THE SUBURBAN AREA! 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 
ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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of the modern world” 


John Crosby 


... the most successful helpless man in 


television 


. .. the most hilarious household hin- 
derer who ever nailed his thumb to the 
floor with a depreciating — “‘anyone 


can do it” 


-RANSOM SHERMAN IS PART OF 


NBC’s GREAT NEW VENTURE— 
BIGTIME DAYTIME TELEVISION. 


Each day, surrounded by — and trying 
to help — his small family of singers 
and entertainers, Sherman leads the 
ladies of his audience gingerly through 
his kitchens and home workshops as 
the self-appointed home expert. Speak- 
ing with the precise, bow-tied eagerness 
of a lecturer, he is perhaps the most 
feared handyman around the house in 
America. His bright-eyed attempts lead 
daily from pandemonium to disaster 


and mayhem with music. 


Ransom Sherman’s bewildered antics 


‘burst upon the unsuspecting television 


audience this summer — causing John 
Crosby, widely syndicated TV column- 
ist, to say — “It would have been a 
shame to have wasted thése wonderfully 
crazy stunts on a non-visual medium 
... Sherman has to be seen to be 


appreciated.” 


Life Magazine and John Crosby redis- 


DAYTIME 


covered Ransom within a few days of 
each other. Life welcomed him as — “‘a 
bright TV light — so popular that his 
program will be a regular feature over 
NBC.” Crosby’s quotable compliments 


filled his whole column — 


**.. . easily one of the great masterpieces 


of confusion of our time.” 


“His countenance is a little jewel of 


understatement.” 


“Sherman has lectured on such diver- 
gent subjects as fashion, cooking, social 
improvements, great moments of his- 
tory, and, of course, workshop hints — 


bungling each of them excellently.” 


“His pronunciation of ‘alors,’ allowing 
a little for his midwestern accent, is 


barely short of perfect.” 


“I devoutly hope he'll be around to help 
us through what begins to look like a 


very grim winter.” 


The Ransom Sherman Show is broad- 
cast on the NBC television network five 
afternoons a. week, It is available for 
sale in segments of fifteen minutes or 


thirty minutes, once a week or more. 


Professionals in the field of criticism 
have already rediscovered Ransom 
Sherman. Professionals in the ad- 
vertising business will find it profit- 


able to follow their lead. 


TELEVISION 


; ¥ 
Pe eee 
Pe Prk: 
3 - 
Pe ; 
° 2 
_ 
a re 
af 
2 lee 
vn 
. 
*] 
* 
a : 
oe 
eo 
pe 
} eee rs: 
: oer i 
| 
- 
i 
ee 
; ' 
a es me oe 
a gs a 
era, aN 
Sena 
eee yo Pes 
eae 
Seals eb ie 
eo A iNet 
’ 3 
ae a er ree a ee rE ee Me Ce eo oe he te me cP Ts Et Le ey ee mae kee if eee, ie : i : el on er 
Ee eee ee en oe on ee Piso Pee ah eee Arey oe sae oe ae aod ee : yee : “te 
de eel tare gc eo, 7 cs Si 2 ee 
Dee titel: is ee P scan was ae as meee a othe zi Fe eet ea 


_ 
a 


New York + Chicago + Detroit 
Los Angeles + Seattle 


This is 


the Media Director who put his 
client on the trail that leads to 
sales to 1,000,000* MEN who read 
and own The Elks Magazine. 


* Dec. 1949 ABC statement— 
928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 


YOU TELL IT IN 


Peoples Drug, WWDC 
Sign Up for 7-Day 
Round-Clock News 


WASHINGTON, Sept. 27—Peoples 
Drug Stores—which has 70 out- 
lets in the Washington area—and 
independent radio station WWDC 
have signed what is said to be one 
of the biggest contracts for news- 
casts in local radio history. 

Under the contract, the drug 
chain sponsors a newscast each 
half hour, around the clock, six 
days a week, and five newscasts 
on Sunday. Except for one 15- 
minute summary, the daily news- 
casts are five-minute periods; the 
Sunday newscasts are all five- 
minute periods. 

WWDC General Manager Ben 
Strouse said the contract “is in 
six figures.” C. R. Sanders is ad- 
vertising director of Peoples Drug. 


Allen Plans Sled Drive 


S. L. Allen Co., Philadelphia, 
will begin Christmas promotion in 
November for its Flexible Flyer 
sleds and Flexee Racer sled on 
wheels. Schedule includes quarter 
b&w pages in American Girl, Boys’ 
Life, Child Life, Children’s Activ- 
ities, Life and Parents’ Magazine. 
Quarter pages in color will be used 
in Puck—the Comic Weekly. John 
Falkner Arndt & Co., Philadelphia, 
is the agency. 


Appoints Hungerford 

E. Arthur Hungerford Jr. has 
been named to the sales staff of 
General Precision Laboratory, 
Pleasantville, N. Y. He will handle 
sales work on the video recorders, 
television film projectors and 
other electronic units of telecast- 
ing equipment made by GPL. 


GRACELAND 2-1000 


PR 
me, 
On 


Manz Creative Service is a distinctive 


sell for the customer. 


We plan entire direct mail cam- 


service because it functions solely to 


paigns or single pieces; supply selling 


ideas; design catalogs, folders, and 


other types of printed matter; and su- 
pervise complete production—from idea 


to finished product. Results obtained by 


those who use Manz Creative Service 


evidence that our selling plans are bas- 
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ically sound and productive of results 


* NEW YORK 


Advertising Age, October 2, 1950 


The same day Chuck Bier was advanced to the position of pub- 
licity manager of the western region for Northwest Airlines, he was 
married to Carmen Hill, of Pasadena, Cal. Chuck’s new job in the 
Seattle regional office of the line will be handling the Pacific 
Northwest region, Alaska and Hawaii. . . 

William L. Batt Sr., president of SKF Industries, Philadelphia, 
will be taking over, in a couple of months, as chief of the ECA 
mission to the United Kingdom. He’s had a long succession of jobs 
in government service—among them the vice-chairmanship of 
WPB... 

Richard W. Tully, v.p. and research director at Foote, Cone & 
Belding, Chicago, got scooped up by the Army. Seems Tully had 
been asked to do a research job for the Army some time ago, but 
had to join the reserves in order to do it. He agreed, but warned 
that he would be unable to attend drill sessions. This piece of bus- 
iness somehow got the researcher’s name on The List, and he re- 
ported for active duty on Labor Day... 

Perhaps unique in the business paper publishing field is the 
family unit that comprises Babcox Publications Inc., Akron. Headed 
by Edward S. Babcox, president, publisher and editor, the company 
also has as executives three Babcox sons: Edward S. Jr., vice-pres- 
ident-editorial; Reid B., executive vice-president; and Tom B., vice- 
president-sales. One of the five Babcox publications, Tire Review, 
will enter its 50th year of continuous service in November... 


IN THE SHOW—Jack Apsey, ad manager of Black & Decker Mfg. Co., Baltimore, is 

surrounded by two of the entertainers at the outing of Maryland Industrial Marketers, 

held at the Country Club of Maryland. Dancing and feats of sleight of hand were 
features of the floor show. 


Joseph Dale Probst, service manager of Henri, Hurst & McDonald, 
Chicago, took time out from the Marine Corps League’s recent 
convention in Washington to visit District of Columbia Commis- 
sioner Russell Young. Mr. Probst, who is national chief of staff of 
the Military Order of Devil Dogs, received the key to the city... 

Thaine Youst, assistant merchandising manager of Doherty, Clif- 
ford & Shenfield, New York, and Mrs. Youst are the proud parents 
of their first child, a seven pound girl, Bonnicia... Jean Colbert, 
director of women’s activities for Station WTIC, Hartford, Conn., 
has been on a three-week flying tour of Europe.. . 

Nathan W. Baldwin, manager of telephone sales in the Rochester, 
N. Y., area for Stromberg-Carlson Co., has retired after 45 years of 
service... 

Bob Hix, sales manager of KFH-AM and FM, Wichita, is receiv- 
ing congratulations on the birth of a daughter, Dotty Ann. This is 
the Hix’ second child and second daughter.. . 

Four new directors have been appointed to the board of the 
Advertising Assn. of the West. They are: H. C. Bartlett, secretary 
and publicity director of Macy’s, San Francisco; H. C. Bernsten, 
Pacific Coast manager of the Bureau of Advertising, ANPA; DeWitt 
McCready, vice-president of Foster & Kleiser Co., San Francisco... 

Carl R. Hellstrom, president of Smith & Wesson, Springfield, 
Mass., will soon be able to step from his office into the S&W Beech- 
craft Bonanza, in which he makes his business trips. Work is nearly 
complete on the company’s airport, which has been under con- 
struction since July, 1949—the first industry-owned airfield in 
Massachusetts. It covers 126 acres and will furnish three runways 
ranging from 2,400 to 3,200 ft... 

Robert R. Dunwody, head of the export department in the Chicago 
office of McCann-Erickson, has left for a combination business- 
pleasure trip to France and England. The business end includes 
visits at the agency’s branches and with International Harvester 
Export Co. affiliates, whose advertising the agency handles. . . 

When Chuck Ferguson, v. p. of Pacific Coast operations of BBDO, 
returned to his job following a lengthy illness, he was greeted by a 
special edition of the San Francisco Chronicle, written by BBDO 
personnel and San Francisco advertising friends. Ferguson’s name 
featured all the front page stories, of course... 

Ed Grossfeld, head of his own Chicago agency, claims he found 
a good vacation resort in Michael Reese Hospital, where he spent 
three weeks taking care of a minor ailment. No mosquitoes, poison 
ivy or uncertain weather, says Ed... 

Frank P. Rollins, publisher emeritus of the News-Times, Danbury, 
Conn., and Mrs. Rollins observed their 40th wedding anniversary not 
long ago. When he retired with his present title last February, Mr. 
Rollins had spent nearly 38 years with the newspaper... 

Charles E. Wilson, General Motors president, will receive the 
American Society for Metals’ 1950 medal for advancement of re- 
search during the 32nd annual National Metal Congress and Exposi- 
tion in Chicago, Oct. 23-27. The citation will be made at the 
society’s annual banquet at the Palmer House Oct. 26... 
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CHANGES in today’s retail sell- 
ing conditions put added 
responsibility on advertising. 
Promotion must work to give 
meaning not only to the dealer 
franchise. It must create a con- 
sumer franchise—assuring a 
substantial share of the day-in 
and day-out repeat buying by 
consumers, relatively undis- 
turbed by competition. 

Retailers do not get excited 
over a line that does not excite 
their customers. They stock 
and push what their custom- 
ers want to buy. 

More than ever, selling the 
retailer calls for selling the cus- 
tomers outside the store—in 
the home. From its study of 


selling in Chicago, the Chicago 
Tribune has developed a sound 
procedure that can produce 
additional sales and a stronger 
market position for your 
brand. 

This procedure enables you 
to cash in on the growing trend 
to fewer brands per line per 
store and the increased reli- 
ance on self-service retailing. 
It is based on the retailer’s 
need for higher volume and 
faster turnover to meet his 
rising costs. 

Highly successful in Chi- 
cago, the plan can be used in 
any market. It produces larger 
orders and cuts delivery ex- 
pense. It gives you the benefit 


Makes a hit with retailers because it meets 


today’s changed retail conditions— 


The Chicago Tribune 


onsumer-Franchise Plan! 


of the retailer’s own promotion 
without resort to deals, premi- 
ums, cut prices or special dis- 
counts. If you bear the respon- 
sibility for immediate sales of 
your product, or are concerned 
with long range planning for 
continued company success, 
this plan merits your investi- 
gation. 

Decide now to learn how 
this consumer-franchise plan 
can help you realize a high 
annual volume and a solid base 
for future expansion. Your 
nearest Chicago Tribune 
representative will be glad to 
tell you how it can be applied 
in your business. Why not get 
in touch with him today? 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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lst Magazine Drive 
Scheduled for Ice 
Cream ‘n’ Cake Roll 


(Picture on Page 1) 

Cxuicaco, Sept. 28—The one com- 
pany that makes about 99% of 
all the cake used in ice cream 'n’ 
cake roll wherever it is sold will 
open its first national campaign 
on the product next week. 

Newly Weds Baking Co. here, 
through Russel M. Seeds Co., opens 
its drive with a full-color page 
in the Oct. 9 Life, to be followed 
by two-thirds color pages in Wo- 
man’s Day (October) and Family 
Circle (November). Outdoor post- 
ers also will be used in many ma- 
jor markets following up last sea- 
son’s extensive outdoor campaign. 


= Few know that Newly Weds 
makes the devil’s food cake used 
by more than 1,500 different ice 
cream plants making ice cream 
’n’ cake roll, and the new cam- 
paign, strangely enough, won’t en- 
lighten many more. Fred W. Swan- 
son, Seeds vice-president, told 
AA that Newly Weds’ name is in 
the copy merely to meet certain re- 
quirements—and appears in about 
4%-pt. size only. 

Although other advertisers in 
several fields run ads to help move 
products sold by their commercial 
customers, Newly Weds is per- 
haps the only one running major 
ads of this nature which does not 
even try to promote a trade name 
for its product. 

Newly Weds, in business many 
years, makes no other product. The 
patented cake is produced in 16 x 
24” sheets and is shipped to ice 
cream companies all over the U. S. 
and some foreign countries. A 
perishable item, it moves refriger- 
ated to distant points. 

Sales have increased sharply 
and Newly Weds has recently 
opened a second production plant 
in Berkeley, Cal. 


Shillito’s Signs TV Show 


Shillito’s, Cincinnati department 
store, has signed with WLW-T, 
Cincinnati, for an hour TV show, 
beginning Sept. 28 at 11 a.m. The 
show will merchandise products 
sold at Shillito’s. 


Crosby Research to Buchanan 
Buchanan & Co., Los Angeles, 
has been named to handle the ad- 
vertising of 
Foundation. 


ans) 2, 
Space Buyers 


CASH REGISTER PROOF 


When your dealers’ cash registers 
sing of seles, you're ) getting the elo- 
quent proof of r 
that every space buyer prays for. 

That's the kind of readership that 
prompts mail order space buyers to 
re-invest their advertising dollars 
in Foreign Service, the V.F.W. 
magazine. 

Any magazine that can keep mail 
order space buyers heppy is a safe 
bet on readership attention for your 
product. You owe it to yourself to 
make sure your media list includes 
the V.F.W. magazine — Foreign 
Service. 


* 
WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Tor ° $, ° 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


ARF to Make Readership 
Study of ‘Enquirer’ 


Advertising Research Founda- 
tion is making a readership study 
of the Cincinnati Enquirer of Sept. 
24. This will be the first reader- 
ship study of a Sunday newspaper 
in five years by ARF. Results 
Ming be published late in Decem- 


This study will tabulate male 
and female readership of adver- 
tisements, editorials, local and na- 
tional news, comics and supple- 
ments. It will be distributed to 
members of the American Assn 


of Advertising Agencies and the 
Assn. of National Advertisers. 


Wall Paper Makers Fined 
in Price Fixing Complaint 


Fines totaling $37,000 have been 
imposed on eight wallpaper manu- 
facturers and their trade associa- 
tion, the Wallpaper Institute, by 
the federal court in Philadelphia 
on charges of illegal price fixing. 
Fines were imposed after nine de- 
fendants changed their pleas of 
not guilty to no defense. 

The institute was fined $5,000 
and each of the following $4,000: 


Atlas Wall Paper Mills, Inc., Coal 
City, Ill.; Birge Co., Inc., Buffalo; 
J. C. Eisenhart Wall Paper Co., 
Hanover, Pa.; Enterprise Wall Pa- 


per Mfg. Co., South Langhorne, 
Pa.; Imperial Paper & Color} 
Corp., Glens Falls, N. Y.; Prager 


Co., Inc., Worcester, Mass.; United 
Wall Paper Co., Inc., Chicago, and 
York Wall Paper Co., York, Pa. 


KECK Names Forjoe 

Forjoe & Co., New York, has 
been appointed national repre- 
sentative for Station KECK, 
Odessa, Tex. 


' ’ 


Advertising Age, October 2, 1950 
Circulation Men Elect 


Charles T. Post, manager of cir- 
culation and promotion of Iron Age, 
New York, has been elected chair- 
man of the Business Publications 
Circulation Council for the ensu- 
ing year. Stanley Hentschel, cir~ 
culation manager of Progressive 


Grocer, has been named vice- 
chairman. 
Fred Hoch Jr. to Lanston 


Fred W. Hoch Jr. has joined the 
sales and service staff of Lanston 
Monotype Machine Co., Philadel- 
| phia. 


Crosby Research | 


"You “Sunday delivery 


“It does a better job because 
it’s written just for lowa 
farm folks.” 


“It’s the most-read magazine 
that comes to our house.” 


service is great. 
Gives me more time 


to read and plan.” 


q 

“. 
“The FARM and 
HOME REGIS- ® 
TER is a regular "7 
reading habit in we 
our house.” 
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“After we've read it, we 
keep it for ready reference!” 


“We like the pictures, 
plans and ‘how-to-do’ 
articles.” 
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Fiozen Foods Companies, Jobbers, Chains 
Try Use of TV Cooperatively in Philadelphia 


PHILADELPHIA, Sept. 27—A novel 
cooperative television show to sell 
frozen foods and to educate the 
housewife on their use is being 
tried out here over WCAU-TV. 

A number of nationally known 
frozen foods processors; the Phil- 
adelphia Frozen Food Exchange, 
a food broker; and a number of 


day. 

The program, called “Cold Cash,” 
is the idea of the J. M. Korn Ad- 
vertising Agency, agency for some 
of the cooperating processing com- 
panies. The show’s setting is an 
old-fashioned grocery store, with 
the “grocer” pointing out the con- 
venience, economy and freshness 


focd chains have joined to pre-| of frozen foods. A portion of the 
sent the show, which started to-' show will be a telephone quiz to 


housewives. 


@ Mr. Korn told ApvERTISING AGE 
that frozen food producers and 
grocery chains throughout the 
country are watching the experi- 
ment. If it proves a success, it may 
be shown on the entire CBS-TV 
network. 

Participating companies are 
makers of Downy Flake frozen 
waffles, Icelandic frozen fillets, 
Milady frozen blintzes and Temple 
Chinese frosted foods. 


Shows TV. Radio Set Status 


A Guide-Post Research survey 
for Allegheny County and Pitts- 
burgh areas reveals that one out 
of every five homes in Allegheny 
County now has a TV set; inside 
the Pittsburgh city limits, 28% of 
the families own TV sets; 22% of 
the county’s families with yearly 
incomes over $3,500 own TV sets 
compared to 17% in homes with 
lower incomes. The survey also 
showed that 98% of the 1,500 
homes covered own radios, with 
72% having two or more sets. In 
more than $3,500 income homes, 


it Right Away/” 


SAY IOWA’S TOP FARM FAMILIES 


p toot Independent Readership Survey shows 82% of lowa 
Farm and Home Register families read it on Sunday . . . the day 
it’s delivered .. . the day they have most leisure time. 


Reaches MORE rural lowa families than 
any other farm magazine or newspaper. 
Represented by: 
Osborn, Scolaro, Meeker and Scott 
New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley 
Los Angeles, San Francisco 


The Iowa Farm and Home Register—the greatest 
force in rural lowa—is regular reading for over 
253,000 rural lowa families for 2 big reasons: 


Ist It helps them more with clear, crisp, to- 
the-point articles covering all aspects of 
better Iowa farming and better farm 


living. 


540,000. 


High readership . . . eager readership . . . more 
readers in the richest farm state in the land—that’s 
what the Iowa Farm and Home Register gives you. 


These are facts— proved many times and just proved 
again by a comprehensive new survey conducted 
by Publication Research Service. 


There’s proof, too, that lowa farm families retain 
issues for ready reference, long after publication 


date. 


Let us show you the proof of higher readership 
and the longevity of the IOWA FARM and 
HOME REGISTER. Phone or write for the 
facts today! 


your ads are BEST READ in 
IOWA FARM AND HOME REGISTER 


Des Moines 4, lowa 


The Iowa Farm and Home Register is 
the only farm paper received on Sunday 
—the one day these busy farm people 
have the most free time to read and make 
buying plans. It’s delivered the first Sun- 
day of each month and twice in August 
as a regular feature of the Des Moines 
Sunday Register—total circulation 


19 


81% have two or more sets, com- 
pared to 63% in lower income 
homes. 


Sponsors New Adclub 


Under sponsorship of the Retail 
Trade Bureau of the Chamber of 
Commerce, Bellingham, Wash., an 
advertising club is being formed. 
The organization committee con- 
sists of Morris Tarte, Columbia 
Valley Lumber Co., chairman; Don 
Arthur, Bellingham Herald; Robert 
Pollock, Station KPUG, and Jack 
Clark, Station KVOS. 


Olds Dealers Sign Newscast 


Oldsmobile Dealers are sponsor- 
ing “Douglas Edwards with the 
News,” Monday through Friday 
over CBS-TV. D. P. Brother & Co., 
Detroit, is the agency. 


executive 


bench... 


at the St. Clair Hotel 
Artists Guild Club 


for reservations: call 


SUperior 7-3320 


monday 


luncheon 
round-tables 


Jim Shanahan 
moderator 


George Elin 
moderator 


this space 
contributed by 
Laurence, Inc. 
Chicago 
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FOR SALES AND ADVERTISING MANAGERS . 
WORKING NOW ON 1951 ADVERTISING PLANS... 
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E FACTS ABOUT 


MAGAZINE 


THE WOMAN’S GUIDE TO BETTER LIVING | 
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National Tea Co. 

Food Fair, Inc. 

Von’s Grocery Co. 
Schaffer Stores Co., Inc. 
Thorofare Markets, Inc. 
Worth Food Markets 


Hyde & Vredenburg, Inc. 
Alexander’s Super Markets 
The Market Basket 
Tradewell Stores 
McAllister’s Farm Markets 
Benner Tea Co. 


DISTRIBUTED BY 27 IMPORTANT FOOD CHAINS! 


Save-Way Supermarkets, Inc. 


Colonial Stores, Inc. 
Gristede Brothers 

The Fisher Bros. Co. 
Wrigley’s Stores, Inc. 
Loblaw Groceterias, Inc. 
Roberts Public Markets, Inc. 
Childs Food Stores, Inc. 
Fitzsimmons Stores, Ltd. 
Loblaw Groceterias Co., Ltd., CAN. 
Diamond Brothers 

Fred Meyer, Inc. 

Carty Brothers 

The White Stores, Inc. 


Checker Front Stores, Inc. 


circucarion-1,.000, 000 


GUARANTEED 


DIRECTED AND OPERATED BY SEASONED GROCERY 
AND PUBLISHING EXECUTIVES! 


Board of Directors 


H. V. McNAMARA 
Pres., National Tea Co. 


-_——-— 


ber additional information . . . information which 
will help you plan now for more effective 
advertising in 1951 . . . write or instruct your 
agency to contact— ; 


ROY M. HUTCHINSON 


Advertising Director 
31 WEST 47th STREET 
NEW YORK 19, NEW YORK 
TELEPHONE JUDSON 6-0310 


JOSEPH SEITZ 


Pres., Colonial Stores, Inc. 


PAUL HUNTER 
Pres. & Publisher, Everywoman's Inc. 


EVERYWOMANS MAGAZINE, INC. 


ARTHUR ROSENBERG 
V.P., Food Fair, Inc. 


RAYMOND FISHER 
V.P., Cuneo Press 


WINTON H. BROWN 


Western Advertising Manager 
35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
TELEPHONE FINANCIAL 6-1273 
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Williams Appointed 
to Direct Ford's 


Sales, Advertising 


Detroit, Sept. 28—Walker Wil- 
liams has been appointed by Hen- 

FYord II, president of the Ford 
victor Co., to succeed John R. 
Davis as vice-president in charge 
of sales and advertising. 

Mr. Williams 
was sales mana- 
ger of the Ford 
division of the 
company prior to 
his promotion to 
one of the top _ 
sales and adver- 
tising positions in 
the country. 

He joined Ford 
Motor Co. in 1925 
and for the past 
25 years has 
served in various executive sales 
positions. He held posts in Omaha, 
Salt Lake City and Somerville, 
Mass., before he was promoted 
to sales manager of the Ford pas- 
senger car and truck division in 
1948. 


Walker Williams 


@ Under his leadership Ford has 
reached the highest sales level 
since 1929 and it was Mr. Williams, 
who last year, when most sales ex- 
ecutives were predicting depres- 
sion in sales, forecast the sales 
boom that carried through the 
winter and is continuing. 

Williams has been a strong ad- 
vocate of the sales position that 
there is nothing in the immediate 
outlook that would cause any sales 
executive to fear for the future. It 
was partially his optimism that 
prevailed upon Ford to launch a 
new $600,000,000 expansion pro- 
gram which, when completed, will 
give the company a 50% greater 
output potential than prewar. 

Under Williams, Ford’s dealer- 
ship organization has been drastic- 
ally overhauled and, recently, the 
retiring Mr. Davis said that the 
company’s dealers were on the 
highest financial level in the his- 
tory of the company. 

It is not thought that Williams 
will materially alter the company’s 
advertising setup, as his experience 
in this part of the business has 
been on only a limited scale. 


International Media Moves 
International Media Corp. has 

moved to larger quarters at 341 

Madison Ave., New York 17. 


MORE WITH A 


Viewmaster’ 
The Easel Portfolio That Dis- 
plays One Sheet at a Time 


As each sheet is viewed, it is 
flipped over the ee con- 
struction allows all to lie per- 

flat without expensive <loth 
hinging. Loose leaf. 

Simply lift Viewmaster by the front 
cover and the automtatic easel sets 
it up firmly. 

Carried in stock in four sizes. 

*Also 100s of other items. 


SEND FoR FREE FOLDER 


Sales Jools, Jue. 


1220 W. Madison, Chicago 7 


Dowd Gets Hotel Account 


John C. Dowd Inc., Boston, has 
been appointed to direct the ad- 
vertising of the new Shelton Ho- 
tel, formerly the Sheraton, Bos- 
ton. Dowd, Redfield & Johnstone, 
New York, affiliated agency of 
John C. Dowd Inc., has been ap- 
pointed to handle the advertising 
of So-Lo Marx Rubber Co., Love- 
land, O., manufacturer of Totes 
rubber overshoes and toe rubbers. 
A television campaign starts the 
company’s new advertising pro- 
gram. 


Data on Consumers’ 
Choice of Foods Set 
for October Release 


New York, Sept. 28—Campbell 
Soup Co. will report results of 
its one-year study on what people 
eat, where they eat it and the 
factors influencing their choice of 
foods at the Newspaper Food Edi- 
tors’ Conference here Oct. 9-13. 


The presentation will be made 


on slides by Gordon Scowcroft, 
director of market research for 
Campbell, and will be reproduced 
in booklet form. 

National Fisheries Institute will 
demonstrate best methods for pre- 
paring fresh fish, frozen fillets, 
etc., and the National Macaroni 
Institute will illustrate the maca- 
roni manufacturing process. 


s Dr. Charles Glen Kind, scien- 
tific director of the Nutrition 
Foundation, will discuss recent 
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discoveries in the field of nutri- 
tion, including such subjects as 
hardening of the arteries and high 
blood pressure; protein functions 
and requirements; the search for 
new vitamins and the correlation 
between modern eating habits and 
the high incidence of dental decay. 


Offers Ad Aptitude Tests 

Canadian Assn. of Advertising 
Agencies will conduct its second 
aptitude testing project for ad- 
vertising personnel Oct. 14, in the 
Royal York Hotel, Toronto. 


Ever since January of ’46... 
...dn 51 months of the 58... 


... HOUSEHOLD Aas grown bigger il 


and now... Op fOr 


THESE ARE THE FACTS — 


In all but seven, HOUSEHOLD 
HOUSEHOLD ever printed. 


new advertisers. 


January, 1946, thru October, 1950: 58 months. 
The new October issue is by far the biggest 
This year alone, HOUSEHOLD has gained 191 


This year alone, HOUSEHOLD is up 27,000 lines. 


THESE ARE 


has gained. 


Giggest HOUSEHOLD 


THE REASONS — 


@ Advertisers want profits; HOUSEHOLD 
has the Profit Combination...home 
families, home editorial, concentrated in 
the home communities under 25,000 

population. 

@ HOUSEHOLD readers buy big—they buy 


family style. That’s why ...if it belongs in 


the home, it belongs in HOUSEHOLD, 


HOUSEHOLD HITS HOME 


CONCENTRATED IN THE HOME TOWNS OF AMERICA! 


Arthur Capper Publications ° 


Topeka, Kansas 
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G -ts Otarion Account 


Otarion Inc., Chicago, hearing 
ail manufacturer, has placed its 
advertising with Reincke, Meyer 
& Finn, Chicago. Magazines, news- 
pevers and direct mail will be 
usod. Tests will be made on both 
radio and television. 


Benn Kaye Joins Kalom 


Benn Kaye, formerly in the 
saies promotion department of 
Mandel Brothers, Chicago, has 
joined Kalom Co., Chicago agency, 
in an executive capacity. 


Senate Approval of 
Spingarn for FTC 
Post Is Delayed 


WASHINGTON, Sept. 27—Several 
weeks are likely to pass before 
Stephen J. Spingarn, new ap- 
pointee to the Federal Trade Com- 
mission, takes his seat. 

A New Yorker, and a member 
of the White House staff, Mr. 
Spingarn must obtain Senate con- 


firmation before he can officially 
take over the term which became 
vacant early this year on the 
death of Commissioner Ewin L. 
Davis. Previously the Senate re- 
fused to approve Martin Hutchin- 
son of Virginia for the post. 

While he could begin work on 
an “interim” appointment, he told 
ADVERTISING AGE today that the 
subject has not been discussed 
with the President. 


s His appointment to the FTC 


vacancy was forwarded to the 
Senate last Friday, too late for 
action before adjournment. It will 
be on the calendar of the Senate 
interstate commerce committee 
when Congress reassembles Nov. 
27. 

At 42, Mr. Spingarn will be 
FTC’s youngest member. An at- 
torney, he is a career man in gov- 
ernment. Since 1934 he has been 
an attorney with the Treasury De- 
partment. During the war he 
served three years in the European 


— 
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theater in a key intelligence post. 
His recent assignments include 
legislative counsel for the Treas- 
ury Department, membership on 
the Loyalty Review Board, and 
deputy director of the Office of 
Contract Settlement. 


‘Children’s Digest’ Out 


Children’s Digest, carrying re- 
prints of the best stories and com- 
ics from children’s magazines and 
books, is a new magazine put out 
by the publishers of Parents’ 

agazine. Press run on the first 
issue, dated October, is 190,000 
copies. The magazine, available on 
subscription only ($3), will not 
accept advertising until its circula- 
tion “is quite stabilized.” It will be 
published monthly except in July 
and August. 


Appoints James Tait 


James Tait, formerly vice-pres- 
ident in charge of sales at Dumore 
Co., Racine, Wis., and prior to that 
with Delta Mfg. Co., Milwaukee, 
in a similar capacity, has been 
named an account executive of 
Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee. 


= 4 
SOUTHER ™ 
MG RICULL URIS) 


1,275,000 
GUARANTEED CIRCULATION 


> sommes? a75 008 
» LOWER SOUTH 465,000 
. —— 435,000 . 


EDITION 
FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Mendelsohn Joins D-F-S 


Estelle Mendelsohn, formerly 
copy chief of Sherman & Mar- 
quette, and recently a member of 
the copy department of Hewitt, 
Ogilvy, Benson & Mather, has 
joined the copy staff of Dancer- 
Fitzgerald-Sample, New York. 


Do You know that WMC 


Quinn Succeeds Jacobson 
at Allis-Chalmers 


Gerald C. Quinn has been ap- 
pointed supervisor of industrial 
press relations of Allis-Chalmers 
Mfg. Co., Milwaukee. He suc- 
ceeds Norman dH. Jacobson, who 
has joined the press division of the 
Atomic Energy Commission, ef- 
fective Oct. 1. 

Mr. Jacobson also is being re- 
placed as president of the Milwau- 
kee Industrial Marketing Assn. by 
Emory Heuston, of Bucyrus-Erie 
Co. George Staudt, Harnischfeger 
Corp., has been named to succeed 
Mr. Heuston as vice-president. 


Launches Prune Campaign 


Idaho Prune Advertising Com- 
mission, Boise, Ida., has launched 
a newspaper campaign in mid- 
western markets featuring new 
recipes for using fresh or canned 
Idaho prunes. Pacific National Ad- 
vertising Agency, Seattle, handles 
the account. 


Opens Movie Rental Studios 


KTTV, Los Angeles, has formed 
Major Independent Producers 
Studios to handle exclusively mo- 
tion picture rental facilities for 
the previously named Nassour 
Studios, which it purchased earlier 
this year. The motion picture lot 
will be under supervision of Mel- 
vin Bassett. Seven independent 
picture production companies have 
scheduled: production during the 
next few months. 


Broadcasters to Meet 


The Assn. of Independent Met- 
ropolitan Stations will hold its fall 
meeting at the Hotel Lennox, St. 
Louis, Oct. 16. WXGI, Richmond, 
Va., WWEZ, New Orleans, and 
KLMS, Lincoln, Neb., have been 
added to the membership. 


Rex Ceder Agency Moves 

Rex Ceder, Advertising has 
moved its offices to 32 Broadway, 
New York 4, 
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Employe Communications 


How to Win Friends Among Your Workers 


By Rosert NEwcomsB 


Small Change Division 


e THE industrial relations man- 
ager of a medium sized company 
in a medium sized city writes in 
to ask if we can recommend a 
competent editor for the com- 
pany’s employe publication, at a 
salary ranging from $60 to $70 a 
week. The answer is: No, we can’t. 

For some time now this outfit 
has been applying its forlorn tech- 
niques of stone age human rela- 
tions within the plant. Although 
it manufactures a product with 
no odor, the disinterested passer- 
by can get a whiff of the place six, 
blocks away, even though the 


*PERHAPS A RECORD... 


IN EVERY ISSUE 
FOR 29 YEARS ! 


THE BOULDER HERD 
(Established 1910 by A. B. 
Pierce) Guaranteed Hampshire 
breeding stock, all ages. 
ESPEY C. JONES, Proprietor 
Centralia, Missouri 


Mr. Jones’ 


ad as it appears in 
Missouri Ruralist (Actual size) 
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ESPEY C. JONES, Centralia, Missouri 


Espey C. Jones of Centralia, who owns the famous Boulder Herd 
of registered Hampshires, has been a Missouri Ruralist advertiser 
since 1921. As a matter of fact, Mr. Jones’ ad has appeared in every 
issue of Missouri Ruralist for nearly 29 years! 


490 SATISFIED 


Missouri 
Ruralist 


ADVERTISERS 


Mr. Jones says: “Many years ago we learned that if we continued 
to produce a good bacon-type Hampshire, no fat backs, that Missouri 
Ruralist would sell them for us faster than we could produce them.” 


Many other livestock raisers have been equally successful with a 
consistent, small-space advertising program in Missouri Ruralist. 
They find that an advertisement in each issue doesn’t cost—it pays! 
So put your advertising dollars where they'll do the most good— 
in Missouri Ruralist! 


*If Mr. Jones’ record of continuous advertising isn’t some sort of a world’s 
record, we’re greatly mistaken. No foolin’—if we’re wrong, let us know. 


Missouri Ruralist 


Editorial Offices: Fayette, Mo. Business Offices: Topeka, Ks. 


ONE OF 


and Marc SAMMONS 


company hires a public relations 
man comfortably within the five 
figure bracket to make the op- 
eration smell like Chanel No. 5. 
The citizen in the community who 
has even the faintest word of 
praise for the layout is as rare as 
an albino with four thumbs and 
probably moved there only yester- 
day. Now the company officials, 
in their limitless affection for the 
wage slaves, are going to build a 
communications program and are 
splurging up to $70 for an editor, 
and would prefer somebody like 
Ernie Pyle. 


e It is high time industrial man- 
agement awakened to the fact that 
the printed report of manage- 


ment’s good deeds should take © 


place after, and not instead of, the 
performance of those deeds. A sec- 
ondary point, coming tardily to 
management’s attention, is that 
the serious and delicate matter of 
communicating with employes can- 
not safely be entrusted to someone 


green enough to work for small © 


change. While the labor press con- 
tinues to roll out the heavy artil- 
lery for the November hostilities, 
management in too many cases 
equips its stripling journalists with 
pea-shooters and hopes for the 
best. Where management is apt 
to get it cannot be indicated in the 
columns of this distinguished jour- 
nal. 

No editor living can make white 
out of black. The industrial ed- 
itor who must pretend to his read- 
ers that the shop is an industrial 
Eden invites only the snide re- 
marks of the boys on the produc- 
tion line, and the open jibes of 
the labor press. But the good, 
trained editor can often take a 
healthy plant situation and make 
it healthier still. He can ease the 
strains that occur when people 


~~, 


work together day in and day out. © 


He can give recognition to the un- 
rectognized. He can explain, define 
and interpret. It may have been 


kids’ work a generation ago, but © 


it isn’t any longer. 


If the industrial editor has been 


slow in gaining stature, it is be- 
cause his corporate parent has in- 
sisted on keeping him in short 
pants. Today he must blend within 
himself the qualities of affability, 


enterprise, journalistic skill, and © 


tolerance. If he’s good, he works 
harder than anybody else in the 
company. If he’s good, he is as val- 
uable a man as the company has 
on its payroll. If he’s good, he isn’t 
bought for small change. 


Acquires Interstate Brewery 
Lucky Lager Brewing Co., San 


Francisco, has acquired Interstate © 


Brewery Co., Vancouver, Wash., 
brewer of Lucky Lager beer. Ad- 


vertising for both breweries will | 


be handled by McCann-Erickson, 
San Francisco. Ruthrauff & Ryan, 
Seattle, formerly handled the In- 
terstate account. 


Holds Advertising Exhibit 

The 16th annual exhibit of the 
Art Directors Club of Philadelphia 
is being held from Sept. 23 to Oct. 
15 at the Pennsylvania Academy 
of the Fine Arts, Philadelphia. The 
show will be the first ever held at 
the academy devoted entirely to 
advertising art. 


Resor Joins Reinhardt 


James C. Resor, formerly with 
McCann-Erickson, has joined Emil 
Reinhardt Advertising, Oakland, 
Cal., as copywriter and account 
executive. 


WSGN Promotes Bill Ward 
Bill Ward, sports announcer of 
WSGN and WSGN-FM, Birming- 
ham, hes been appointed sporis 
director of the two stations. 


Advert 
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‘day, and announced in a letter 
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DREAMER—Magazine and newspaper ads 
for Acorn and Oriole gas ranges, prod- 
ucts of Perfection Stove Co., Cleveland, 
use this dream theme. Window and 
counter displays have a flasher that syn- 
chronizes the opening of one of the 
girl’s eyes with the appearance of the 
stove in a cloud effect. 


ABC Turns Down 
Audit Request on 


Business Papers 


Refuses to Accept ANA 
Plea to Analyze Free 
Business Paper Copies 


NEw YorK, Sept. 26—The board 
of directors of the Audit Bureau of 
Circulations has politely, but flatly, 
refused the request of the Assn. of 
National Advertisers that it pro- 
vide occupational breakdowns of 
the unpaid portion of business pa- 
pers’ circulation. At the same time, 
it raised membership requirements 
from 50% paid to 70% paid. 


The action was taken at the|) 


ABC board meeting here last Fri- 


from P. L. Thomson, ABC presi- 
dent, to Paul West, president of 
the ANA, which was released yes- 
terday. 

Here is the text of the letter: 


es “At a meeting of the directors 
of the Audit Bureau today, I was 
instructed to acknowledge the 
ANA statement of policy on cir- 
culation auditing and readership 
research which you issued last 
June and a copy of which you sent 
to me in Canada at that time. 

“This statement has had our di- 
rectors’ careful consideration 
along with the general subject of 
the auditing of circulations of 
ABC business publications, over 
a long period of time. The board 
concurs with the ANA in its opin- 
ion that no action should ever be 
taken that might jeopardize the 
continued reliability and accuracy 
of ABC data, and it is the opinion 
of the majority of our board that 
every proposal which has been 
considered to date might, if 
adopted, be a step toward such 
jeopardy, with consequences ex- 
tending far beyond the business 
publication field. 

“In an effort to reduce the area 
of unpaid circulation and to 
strengthen further the standards 
which experience has developed 
to be the only practical measure- 
ments for auditing, the ABC board 
has today passed an amendment 
to the bylaws, raising the circula- 
tion requirement for membership 
of, any publication from 50% paid 
to 70% paid. The date for imple- 
menting this requirement has not 
been set and will not be deter- 


mined before the board’s Decem- 
ber meeting. 


se “If any committee of the ANA 
has thoughts that might bear upon 
this provision, or any suggestions 
for checking the unpaid portion of 
circulation, that have not been 
previously considered, the door to 
the ABC board is open to them. 

“The board appreciates the con- 
tinued interest of the ANA and 
the high standards of service which 
it has endeavored to promote over 
the years.” 

There was no comment on the 
ABC letter from Mr. West or 
other ANA members who were 
holding their annual meeting in 
Chicago, but it appeared that there 
would be some reluctance to ac- 
cept the ABC action as final. 


CBS Promotes Goldmark 


Dr. Peter C. Goldmark has been 
appointed vice-president in charge 
of engineering research and devel- 
opment of the Columbia Broad- 
casting System, New York. He is 
the director of the network’s lab- 
oratories which developed the CBS 
color television system and the 
33% rpm. record. 


Davey Plans Trade Campaign 


Davey Compressor Co., Kent, O., 
through Palm & Patterson, Cleve- 
land, will launch a trade publica- 
tion campaign to promote its 
truck-mounted Auto-Air pump. 


Patch & Curtis Moves 

Patch & Curtis Advertising 
Agency, Long Beach, Cal., has 
moved to new quarters at 437 E. 
Broadway. 


Maromay Appoints Mulcahy 


Maromay Inc., newly formed 
corporation for the production and 
national distribution of Bal de Tete 
perfume, which is already mar- 
keted in France, has named Jack 
Mulcahy & Associates, Los Angel- 
es, to direct its national public re- 
lations campaign. 


R&R Appoints Capehart 


Barney Capehart, who has oper- 
ated as an independent public re- 
lations counsel, has been appointed 
director of public relations of 
Ruthrauff & Ryan, Chicago. 


Appoints Charlop-Fradkin 


Charlop-Fradkin Advertising, 
New York, has been named to 
handle the advertising of National 
Hanger Co., New York, imported 
wood hangers. 
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Howard Appoints Holdsworth 


Wallace G. Holdsworth, former- 
ly with Urben Farley, Chicago, 
publishers’ representative, and 
with Domestic Engineering Pub- 
lications, has been named advertis- 
ing sales representative in the 
Midwest for Howard Publishing 
Co., Chicago. 


WIND Appoints Greta Morgan 

Greta Morgan, formerly with 
Walker Co., Chicago, has taken 
over the promotion and publicity 
department of WIND, Chicago. She 
succeeds Connie Kimble, who has 
resigned. 


Rost Joins Slater Studios 

Tom Rost, formerly with Byron 
Musser, New York, has joined 
Robert Slater Studios, Milwaukee, 
as a partner and illustrator. 
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without on-the-spot radio 


You're taking a step in the right direction when you head 
for the Bonanza Beeline. There’s more buying power there 
than in all Connecticut . . . higher total retail sales than 
in Cleveland and Boston combined.* 
But you'll find your path blocked if you try to cover the 
Beeline with only coastal radio. Beeliners, remember, are 
independent inlanders. They naturally prefer to listen to 
their own stations . . . stations right in inland California 
and western Nevada. 
So make sure you’re on the five BEELINE stations. 
On each one you cover a major Beeline shopping center. 
On all five, you blanket the whole 8-billion-dollar market. 
And you choose best availabilities on each station without 
line costs or clearance problems. Combination rates. . 
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Here’s what you should know about 
KOH ... and RENO 


Reno's favorite station for 22 years. BMB home-city weekly 


sales, with o quality index 53% above U.S. average. 


HcClatehy Broadcasting Company 


m4 


~~ SACRAMENTO, nc yc 2 @ PAUL H. RAYMER CO., National Representative 
\ KOH KERN KWG KMJ 
Reno (NBC) - Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
: 250 watts 1230 ke. 5000 watts 580 ke. 
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Stuarts Succeeds in 
‘Supermarket’ Sales 
of Men’s Clothes 


New York, Sept. 26—Results of 
a six-month experiment in selling 
clothes on a mass-basis, low-mar- 
gin method similar to that used 
by supermarkets, were outlined 
last week by Louis Zeller, pres- 
ident of Stuarts Clothes Inc., 
men’s clothing chain. 

Unit sales are up more than 
250%, Mr. Zeller told a company- 
wide meeting of personnel. Profits 
are satisfactory, he said, even with 
a markup of 17% or 18%, as com- 
pared with the usual clothing in- 
dustry markup of 30% to 40%. Ac- 
cording to Mr. Zelier, “supermar- 
ket” selling wiped out the tradi- 
tional summer retailing slump. 

“Supermarket selling of clothing 
may radically alter men’s cloth- 
ing fashion in the next decade,” 
he said. He said the mass-selling, 
low-margin approach “had tapped 
broad new markets that were dis- 
satisfied with styles originating 
in suburban college campuses and 
Wall St. offices. Yankee Stadium 
is a better style center than the 
Harvard campus, in our opinion.” 


w Mr. Zeller explained that this 
new market wants new, brighter 
styles that will reflect the wearer’s 
enjoyment of new clothing. 

“Brighter colors, more extreme 
patterns in clothes, younger and 
more casual fits are important 
‘musts’ for mass operation,” he 
said. 

“The manufacturer,” he contin- 
ued, “must be more responsive to 
the needs of mass market selling, 
must seek every method to cut 
costs and, in the future, may be 
satisfied with smaller profits on 
each unit, in favor of greater vol- 
ume. 

“The retailer, on the other hand, 
must deliver greater volume of 
store traffic than ever before, 
through aggressive advertising and 
promotion, and through sounder 
customer selling. He, too, must be 
satisfied with a smaller profit per 
transaction, and a larger over-all 
profit from increased volume.” 

Mr. Zeller said retailers were 
studying an important problem 
raised by supermarket selling: the 
necessity for carrying inventories 
two to three times as large as nor- 
mal to take care of increased 
business volume. 
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Be Your Own Media Expert! 


Check the volume of mail order 
copy in the magazines that want 
your advertising dollars. 

If these books are being used 
consistently by mail order space 
buyers, that’s the only readership 
guarantee you need. 

Since 1940, Foreign Service mail 
order copy lineage has increased 
more than 500 per cent! Here is 
absolute proof of the high reader- 
ship you can get for your advertis- 
ing dollars in Foreign Service, the 
V.F.W. magazine. 

Take a tip from the mail order 
space buyers. Be your own media 
expertl. 


WRITE TOORY FOR FRx saMPLE 


Foreign Sovwice 


THE V.F.W. MAGAZINE 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd St.. New York 17, N. Y. 


Rejoins ‘Daily Variety’ 

Walter O. Miles, former Los 
Angeles manager of W. S. Grant 
Co., radio station representative, 
has rejoined Daily Variety, Holly- 
wood, as commercial advertising 
manager, a position he held in 
1946-47 


Baker Joins KMTV 


Joe H. Baker, formerly promo- 
tion manager of Inland Broadcast- 
ing Co., Omaha, has been named 
merchandising manager of Sta- 
tion KMTV, Omaha. 


TV Ads Appoints Vizents 


Norman Vizents has joined TV 
Ads Inc., Hollywood, Cal., as pro- 
ducer-director and art director. He 
has been with Batten, Barton, Dur- 
stine & Osborn, George Pal Pro- 
ductions, Rockett Productions and 
Eddie Albert Productions. 


Adds TV Spot Division 


American Releasing Corp., Hol- 
lywood, distributing organization 
for television films, has entered 
the commercial field with a new- 
ly created television spot division. 


Changes to Sea-Breeze 


All products of Sea-Breeze Mfg. 
Ltd., Toronto, formerly Phono Mo- 
tors Ltd., will in the future be 
branded Sea-Breeze. The company 
manufactures the Sea-Breeze fan 
and Sea-Breeze ironer. 


Walter Wiener Joins Y&R 


Walter F. Wiener, formerly a 
consultant to private clients and 
government agencies, has joined 
the public relations and publicity 
department of Young & Rubicam, 
New York. 
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Tom Boise Joins KSL 


Tom Boise Jr., formerly office 
and traffic manager of KLZ, Den- 
ver, has joined the sales staff of 
KSL, Salt Lake City, as an account 
executive. He will handle both AM 
and TV accounts. 


Brangham Joins Erwin, Wasey 


W. G. Brangham, with Botsford, 
Constantine & Gardner until it re- 
cently closed its Los Angeles office, 
has joined the creative staff of the 
Los Angeles office of Erwin, 
Wasey & Co. 


Chilton Company 


Believes in 


(ood 
Publishing 


CHIL TON 
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Chilton Publications 


are leaders in their 
respective fields 
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ice | Bell & Howell Sets 

en- . 

7 ©Big Christmas Ad, 

unt “— . 

am Merchandising Drive 

Cuicaco, Sept. 29—Bell & How- 

sey ell Co. has announced plans for 

od a Christmas advertising and mer- 

re. chandising campaign which will 

ice be launched with page color ads 

the in Holiday and The Saturday Eve- 

yin, ning Post during November, plus 
b&w spreads in photo fan maga- 


zines and smaller b&w ads in Es- 
quire, National Geographic, The 
New Yorker, Parents’ Magazine 
and Time. 

In addition, Bell & Howell has 
scheduled 200 and 300-line ads 
in some 60 newspapers in major 
marketing areas. From four to six 
insertions in each paper are 
planned, with the bulk of the 
campaign set for papers in New 
York, Chicago and Los Angeles. 
Every newspaper carrying editor- 
ial photographic material is in- 


cluded in the schedule. 


es “We're out to merchandise, 
since there’s still plenty of com- 
petition for the consumer’s dollar,” 
E. S. Lindfors, vice-president in 
charge of merchandising, said. 
“There has been no let-up in the 
selling efforts of manufacturers 
of non-photographic products, 
and in order to get our rightful 
share of the Christmas business, 
we've got to sell more intensively 
than ever before.” 


To augment its ad campaign, 
the company will make available 


to dealers Christmas window dis-| available for use by dealers in 


plays, booklets for dealers to send 
to movie makers, entitled “Tips 
on Christmas Movie Making,” and 
a special issue of its dealer train- 
ing publication, “Sales Slants,” 
which will contain information on 
how to make effective demonstra- 
tions to Christmas shoppers. 


s A special issue of “Panorama,” 
a quarterly publication prepared 


subscribers. 


EDITORIAL QUALITY—paramount with 
any publication, regardless of its circu- 
lation policy, and inherent in every 
Chilton magazine. Chilton editors are 


| Chestnut and 56th Streets 
Philadelphia 39, Pa. 


pe ee 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal work- 
ing industry. 

HARDWARE AGE, the leader in the field 
of hardware distribution. 


) HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 
than any other business publication. 


BOOT AND SHOE RECORDER, the au- 
thoritative publication of the shoe business. 


PAID CIRCULATION when it is accom- 
panied by these features: High Renewal 
Percentages indicating a real desire for 
and interest in a publication. Short- 
term subscriptions indicating continued, 
uninterrupted reader-interest. Quality 
Control through selection by rigid regu- 
lation of the best and most valuable 


MODERN CONTROLLED CIRCULATION 
when it is directed to daily corrected 
lists to reach exactly the type of quality 
readers advertisers want to cover. In 
some fields—railroad and truck fleet, 
for example—there are important execu- 
tives buying thousands upon thousands 
of dollars’ worth of equipment, parts, 
and supplies who, because of organi- 
zation rules, may not write a requisition 
for a box of candy or a magazine sub- 
scription. Yet these executives are all- 
important to advertisers. How can they 
be reached? Through Modern Con- 
: trolled Circulation! 


We, at Chilton, believe in... 


leaders in their fields. And Chilton cor- 
respondents cover the world while the 
Chilton Washington News Bureau keeps 
its fingers on the pulse of the Nation. 


PROVED READERSHIP — proved by the 
studies of outside agencies and by the 
continuing readership surveys of indi- 


vidual editors made for their own guid- 
ance. Such studies and surveys guide 


Chilton editors in their work . . . func- 
tion as reliable barometers of reader 
interest. Chilton editors never neglect 
their reader contacts—they know their 
magazines are of interest to their sub- 
scribers, know they are being read. 


SERVICES FOR THE INDUSTRIES, 
BUSINESSES, PROFESSIONS WE REACH, 
And service for their advertising agen- 
cies. Chilton was the pioneer of such 
services: Research Departments, Direct 
Mail Divisions, Reader Service Depart- 


ments, and published services all add 
up to definite advantages for those with 


assistance, 


CHILTON COMPANY (Ine.) 


THE OPTICAL JOURNAL and REVIEW 
of OPTOMETRY, the outstanding publica- 
tion serving the optometric profession and 
optical industry. 


THE JEWELERS’ CIRCULAR-KEY.- 
STONE, the recognized leader and author- 
ity of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, the auto- 
motive industrial news authority in automo- 
tive and aircraft manufacturing plants. 


COMMERCIAL CAR JOURNAL, reaching 
the greatest number of fleet operators, and 
members of the truck trade. 


whom we do, or hope to do, business. 
“CHILTON SERVICE” is famous for 
its friendly cooperation and valuable 


100 East 42nd Street 
New York 17, N. Y. 


MOTOR AGE covers all automotive service 
and maintenance problems. 


THE SPECTATOR LIFE INSURANCE 
IN ACTION, most quoted life insurance 
publication. 


THE SPECTATOR PROPERTY INSUR- 
ANCE REVIEP, the magazine of influence 
among fire and casualty companies and 
their agents. 


DISTRIBUTION AGE, the magazine that 
integratts all phases of distribution. 
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by the company and furnished to 
dealers for mailing, will be made 


their own direct mail campaigns. 
A follow-up folder stressing that 
movie equipment is an ideal fam- 
ily Christmas gift also will be pro- 
vided. 

Supplementing these dealer aids 
will be ad mats, which will plug 
both the Christmas gift theme and 
interim lay-away buying to stimu- 
late sales in the fall months. 

Many dealers are planning to 
make their windows replicas of 
the company’s national ads, ac- 
cording to Mr. Lindfors. They 
will be complete with lighted trees, 
manikins and gifts wrapped in 
colorful paper and bows. 

“This year we have a marvelous 
opportunity to do a real merchan- 
dising job,” he added. “We think 
with this program we'll be able 
to give our dealers a_ helping 
hand.” 

McCann-Erickson Inc., Chicago, 
handles the account. 


hard to get? 
Who’s playing? 


Not HOUSE BEAUTIFUL! Consumer de- 
mand for H. B. has had us up a tree 
for 7 years now. Although total cireu- 
lation has increased 87.9% since 1943, 
demand continues to exceed supply. 

Newsdealers report HOUSE BEAUTI- 
FUL a sell-out in 48 to 72 hours. The 


list of consumers waiting for HOUSE 
BEAUTIFUL subscriptions overflows our 
| filing cabinets—even today. 
Yet not once since 1943 has HOUSE 
| BEAUTIFUL made an all-out consumer 
pitch for new subscriptions! 
We're forced to play hard-to-get 
with our readers. But we're still play- 
| ing ball with our advertisers. That’s 
why our backlog of subscription and 
newsstand demand will be taken care} 
of consistent with our desire to add 
only those reader families who wil 
| maintain the highly profitable market 
advertisers are accustomed to finding 
through the pages of HOUSE BEAUTIFUL, 


House Beautiful 


the magazine that sells 
both sides of the counter 
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cost per page 
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| Here are the facts... 
GREATEST CIRCULATION GAIN. 


June 30, 1950 June 30, 1949 
ABC Statement ABC Statement Gain 


Outdoor Life 806,529 742,067 64,4628 
Field & Stream 730,362 707,964 # 22,3985 
Sports Afield 807,453 801,770 5 683 a 


| ML 


Outdoor Life 349,435 
Field & Stream 276,591 
Sports Afield 301,835 


LOWEST COST PER M 


Rate B & W Pg. Cost Per M Rate 4-color Pg. Cost per M - 


Outdoor Life $2480. %3.07 *3700. *4.59% 
Field & Stream 2390. 3.27 3600. 4.93 
Sports Afield 2550. 3.16 3800. 4.719% 
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Now—and in 1951 
—best buy in the 
outdoor field is 
Outdoor Life. 


Phone or write 
any of our offices 
for full details. 


| a 


. - A * > . eis r co : 2 eM ~~ as ; ee a Z Mi m is . 
’ . | 
ae 
Sse 
ee 7 
a 
a 
ih 
. i A 
i - . 
3 
i i pe 
| 
‘a 
' : 
ote” 
\ | a 
xi * ‘> 
pa ani 
| 
S ’ 
a 
7 
i" 
; 
ip oak yep 
| ; = COS 
ee 
4 
; 
i 
ie wees 
ie aan 
“ipa alate 
7 Ape ie 
Age Men Palen a 
gears 
| a pat 
; ) 
i 
| XUM 
oe fl 
Soe ay : = : ' : ; ie 
— SNe er eer ae 3, Bek NEE See ee am rc ae OI eg ean Magia UI) Seek eh NRT ag ee a ee on Be Cae Se ae Pe is oe as . j spa il ies a sp 
‘ j ‘ 4 ia Pe ene age a 
2 =n Pa 4s ae eae er er, k a ir yl ha eee 5 ir a 2 i SIE ae ne 


7 


| 
| 


30 


Industrialists 


Air Views on 
‘Blue-Sky’ Ads 


Newark, N. J., Sept. 26—Execu- 
tives of four leading industrial 
companies told the Industrial 
Marketers of New Jersey here last 
week how top management feels 
toward advertising. 

With one exception, they criti- 
cized “blue sky institutional ad- 
vertising,” and insisted that in- 
dustrial advertising “should stick 
to its last and sell products.” 

George Boucher, vice-president, 
sales and general manager of the 
Pyrene Mfg. Co., pointed out that 
the term “top management” may 
mean ex-office boy, ex-salesman, 
or ex-laborer, and that top man- 
agement looks on advertising with 
varying degrees of interest and 
understanding based on  back- 
ground, experience and tempera- 
ment. 

“Advertising in good times,” he 


| said, “tends to become soft and 


pudgy, and loses sight of its major 
purpose, which is to sell products 
and keep markets open. 

“In bad times, advertising is an 
absolute essential. But it is not 
always possible for management 
to dip into a company’s reserves 
to maintain an advertising budget 
when there are many fixed ex- 
penses that have to be met. 


s “Too many companies,” Mr. 
Boucher said, “fail to merchandise 
their advertising to their sales- 
men and dealers. Pyrene salesmen 
carry kits of the company’s ad- 
vertising, and we do everything 
possible to impress upon our sales- 
men the value of our advertising 
to them. I, myself, am a sales- 
man, and know the value of ad- 
vertising in opening doors. 

“A company that depends on its 
Sales force alone, without adver- 
tising, couldn’t possibly cover its 
market. If an industrial company 
were to depend on advertising 
alone and had no sales force it 
would have great difficulty main- 
taining its market. Sales and ad- 
vertising are partners and should 
play as a team. 

“Factories are often oversold, 
especially in these times, but 
products are never oversold. Even 
if a company is unable to supply 
its market, it must keep its mar- 
ket open by sales contacts and ad- 
vertising. Advertising must con- 
tinue to be there, like a second 
man in a tennis doubles match.” 


# Commenting on the probability 
of “a revival of blue-sky adver- 
tising that characterized World 
War II,” Mr. Boucher declared 
that “too many companies in times 
of shortage and crisis indulge in 
meaningless institutional advertis- 
ing.” It is the job of industrial ad- 
vertising “to stick to its last,” he 


CAPTURE THE 


NEGRO MARKET 


With This POWERFUL 
NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$10 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America's most com- 
plete weekly newspaper, represents your 
best bet for capturing your share of this 
vast and loyal market. And, now, with an 
jaddition of an 8-page, 4-color comic section 
land a 16-page magazine section, the 
Courier is even more complete, better able 
ito carry your message into the homes of 
the vast Negro market. There's real money 
in the Negro market—be sure you get 
your share — advertise your products in 
the new Courier. For full details write: 


INTERSTATE UNITED NEWSPAPERS 


545 Fifth Avenue, New York 


said, “and keep the name of the 
company, its products and its basic 
purpose before its customers. 

“The position and importance 
of the advertising manager,” he 
said, “must be more widely rec- 
ognized for what it is: one of the 
key positions in the modern cor- 
porate setup. 

“The advertising manager should 
receive every opportunity to un- 
derstand all of the integral op- 
erations and problems of a com- 
pany. He should sit in on all top 


management meetings that con- 
cern the marketing of a product, 
from product design stage on.” 


s Dr. Gustave Klinkenstein, pres- 
ident of Mass & Waldstein Co., 
declared that advertising budgets 
for the third quarter and the first 
half of 1951, in his opinion, should 
not be cut as “it is imperative in 
a sellers’ market to keep a com- 
pany’s name and products before 
its,customers and potential cus- 
tomers. 


“When there is a shortage of raw 
materials,” he said, “advertising 
will have to sell products that can 
be sold, and develop new mar- 
kets. Advertising also is necessary 
to stimulate salesmen and to help 
them explain the market situa- 
tion to customers. 

“Even in a wartime economy,” 
Dr. Klinkenstein said, “it is still 
necessary to advertise on a con- 
trolled, short-term program, timed 
to the times.” 

Like the preceding speaker, Dr. 
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Klinkenstein criticized most in- 
stitutional advertising as “mean- 
ingless and a waste of time and 
money.” He also scoffed at the use 
of what he described as “Holly- 
woodian advertising techniques,” 
which, he said, have no place in 
factual industrial copy. 


s Thomas A. Printon, president of 
Nopco Chemical Co., also ex- 
pressed the opinion that “too many 
companies have gone off the deep 
end with institutional advertising. 
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I con’t think the public,” he said, 
“jc particularly interested in what 
a big company thinks about social 
trends or the philosophy of gov- 
ernment. The public knows that 
most companies have an axe to 
grind on such matters. 

“The function of advertising is 
to sell goods. When it fails to 
do that it ceases to be advertising 
and becomes a form of propaganda 
which most companies would be 
wise to refrain from using.” 

Leo Roon, president of Nuodex 


Products Co., disagreed with the 
preceding speakers on the value 
of institutional advertising. He 
said that he believed institutional 
advertising properly used can pro- 
duce intangible results, sometimes 
more influential than direct sales 
appeals. 

“In a buyers’ market,” he said, 
“advertising must function as a 
high-powered rifle. In a sellers’ 
market advertising must be used 
as a shot gun. How, why, 


be governed by the needs of the 
times. It must be used for institu- 
tional or for product promotion, 
according to market conditions.” 


Signs Tex and Jinx Show 
Brooklyn Union Gas Co. has 
signed to sponsor the Tex and 
Jinx McCrary “New York Close- 
up” TV program on WNBT, New 
York. Starting Sept. 25, the show, 
Seen Mondays through Fridays, 
will be shared by the company to- 
gether with participating manu- 


and when advertising is used must! facturers of gas appliances. 


Resort Uses Bench Panels 


Apple Valley Inn, a desert re- 
sort in the Mojave Valley, this 
month is using bench panels in the 
Los Angeles area to promote the 
resort. The benches were made 
available through United Bench 
Advertisers, Los Angeles. 


Boston Has 489,942 TV Sets 
WNAC-TV and WBZ-TV, in a 
joint survey, report that in the 
Boston area there are 484,927 tele- 
vision sets installed in homes and 
5,015 sets in public establishments. 


*3,750,000 


average 


single-copy sales 


per issue... 


the world’s largest 


single-copy circulation 


— 
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CFAC Nominates Officers 


Chicago Federated Advertising 
Club has nominated Gordon E. 
Taylor, vice-president of Reincke, 
Meyer & Finn, for president. 
Others nominated include: P. J. 
Morrison, advertising director of 
Chicago Herald-American, ist 
vice-president; Mabel Obenchain, 
midwest manager of Famous Fea- 
tures Syndicate, 2nd vice-presi- 
dent; A. J. Cusick, sales manager 
of General Outdoor Advertising 
Co., 3rd vice-president; O. W. 
Wernecke, western manager of 
Holiday, secretary, and Harry E. 
Collins, president of Collins, Mil- 
ler & Hutchings, treasurer: 


R&R Appoints Holcomb 


Maurice Holcomb, formerly ad- 
vertising manager of the Tyle- 
Bord Co., Seattle, has been ap- 
pointed copy and art director of 
Ruthrauff & Ryan, Seattle. 


Fuller Joins ‘Collier's’ 

Don C. Fuller, formerly on the 
advertising staffs of Esquire and 
Coronet, has joined the eastern 
advertising staff of Collier's. He 
will work out of Philadelphia. 


IMPORTANT 
ANNOUNCEMENT 


if your product 
lends itself to 
DIRECT SELLING 


OPPORTUNITY 
MAGAZINE 
Starts Daring Campaign in 
THE SATURDAY EVENING POST 


Large Ads Make America Aware 
of DIRECT SELLING Marketing! 


DIRECT SELLING . . . sometimes incor- 
rectly called ‘‘door to door" selling . .. 
offers the proved, tested, easily ac- 
complished way to build fast national 
distribution, enter the large volume 
class and reap quick profits. Now 
OPPORTUNITY Magazine, the leading 
publication of information and inspira- 
tion in DIRECT SELLING, steps out 
boldly to inform new millions about the 
dignity and importance of this impor- 
tant distribution method . . . begins a 
powerful advertising campaign to ex- 
cite interest in Direct Selling as a ca- 
reer and thus add new and greater 
sales power to the field. OPPORTUN- 
ITY launches a series of striking 
SATURDAY EVENING POST advertise- 
ments that will bring thousands of new 
and experienced salespeople into 
DIRECT SELLING . . . enhance the pres- 
tige of those now selling . . . and roll 
out the welcome mat for salespeople 
everywhere who offer products mar- 
keted through DIRECT SELLING chan- 
nels. OPPORTUNITY now talks directly 
to 16,000,000 men and women in the 
world’s best known, best read mass 
magazine! 


FREE BOOK 


Gives all the facts about 
the Direct Selling Method... 


Just send your letterhead to OPPOR- 
TUNITY for the exciting facts about 
DIRECT SELLING . . . and what this 
marketing medium may do fer your 
product or service. Get the facts about 
OPPORTUNITY’'s bold new campaign. 
Learn how you may operate a profit- 
able DIRECT SELLING DEPARTMENT. 
All questions answered. Write now! 


OPPORTUNITY 
MAGAZINE 


Dept, A-34, 28 E. Jackson Blvd. 
Chicago 4, Ill. 


= —EEEEEEE _ oo 
: | ee ee 
- 
d 
e < 
” m 2 
n ee 
of 
= < 
3. ‘ 
= ss 
* ee hy vas see Sk al , : Ww fe ~ ' Pa i Re d 
» : a 5 a eee 7 - . . ee J od t ‘ ; x 
i a * - a y " ' a : 7 s 
RS. ‘p 4 a eet ~~ a ee ee, 
* ie a ° _ ' , ~~ — , / a ~~ aan ie "7 4 
—- — - “7: if _ 3 Be ae 
, - =~ a ag sete ’ a 5 “es ¢ on z =. : 
Dm . im a) ee < Po . e ae . —_ 
a ile sth —_— - 4 A ip 7 = = ~ line by ened a 
ne ae a : Z- sl ue ‘ll e . ‘a 7 ’ £ ale - “ ‘a “ht, 
a ee = ae Oe bi a . Pull i a [ 4 # at . + , ' 2 q 
a i ; oo os = F oe ‘ , | } ‘ Je x <A i >~ 6 = : . 
, : ae , ' as 4 a — ni she, 
. i » 2% _ - ; is pO ee 
‘ tire * > zu cS 
ta ets: : a < : me 4 ee : es “* 4 
Bete ss — oS ae ' : - a! me a E: a Me = 
. ee — . ere “ eset —— ee ; hv 
~ 5 nd oe eevee Stee - > ’ ‘ ae es * “ et a a 
bs ™ 2 : . ne ee - sc N A — % - A. . -¥ 
y ™ Ye oo iat. no P mt ae 2 7 -_ he i 3 
<f . — ae cae * Bc ran : \ : eee x 
-4 Boop ee se CI —_/ aan j oy e e 
ag Bee BLS tis ty i ea Oe a ra 5 A P oa ue ete ‘\ 
j ae ye: Se an — ae ba ye ae 
k sata = ~~ | og Pm et Pr ee: LY an : ———— — seems nome 
. San ee 2 a oe ee ie ns Bee, — - ae = er Ai ih - ae 
| ; ri nr j nee, stars i =. 
~ * , Sa ere are Ee) ee L.* Pree eo. “haemnanes Ge 
t ene . £m. ten Poa abe gx ~~ oe ae q Ss + . gf ar ee ce } 
ey aot [oS ae ee ea ae rage 7 4 a ‘ ae a :. an 
0 ON oe eee a aa | a ou 
oe a oe ‘ ' as aati Sa te ‘ il oy 3 p” ai eae es es ae oe eee i 
om ‘ ee A ae a = oS od i i pe aid 
+ be i t * | a lu ‘ yas ane i A BS 
er y ” j i) , > ee ae : ye ‘ a i = As ' 
Vi a " # a . elegy alee Ee a mete < 
pe J y 4‘ Eb 2 ee ee SR Sd y baie = om i ial 
are a * <e “ , 3 mC 2 ng hi Sage ea ‘ot ‘ eee: F Ea ape Ss : : ie Ss 2 
= = 7" : ie igi ce “ar es a “ae a é My a aay yas at are a ae 
j “ ‘ i bs ‘ coc: SSE: jgdeeimiaalmaiilsliiia Se ee ae ican entet te ; 4 
: $ ee aaa at aes Meares =a Beg ee 43 was ; 
ee ; Sg led Ree ae ae oe ees a eee 
el 5 I ; cage py eson ee ‘ ck alee eee a 
aa : } 4 tea oo ean ae Pg es , . : 
“yt 7. en ; : - or es a ee ae a 
wer es oO jit: ay ae. : ss itt awe So ae: “ oe i eae ae 
. gf ; Pia ei eS 2 Je i ae Sa eo eee es a a ae eae ; 
>. gti ee =a ee eRe LO. it are Se St . , - oly FS tee ae 
' mer Ree a ee on 8 aes aan at page “oe me a ae alee Seige. abi S 
a ° ~ ae gt em, a . at as ; ‘ ; Me fig 8 : eee ce Oe ee ae” : ee ie Higgs he 
i : Fs Ces Fe ee om tre Sg ee ee Po rs canteen sig hee apn it gee) 
. ws * ™ % 5 hy EM ae. eens ee 2 a eit rs SE ga UT ii cS ON Th ae een Pete cs 
" hae “ yee. . Ps ; sone me ee a a ae 4 r “a % ei «ie, i ‘i 
~ 4 ad Pai YeF cat ‘ ee ie r - ‘ie “af oa me Te A Sus SY 5 sey 5 ae Re Seem Se ee eS ie te * . _ 
ae yee 
— 
‘ a 
hei 
; ae 
te 
Mt Steet, 
ee nies 
| s 
is 
- s © 
t os 
; 
1 
ne Se ee YP a a at pe es 9m ears 
tia igi gee, Sipe geal ts ye ial a i pene SR Se Se eE ee ali ci oc ede gE 
ee? ; “ : art i ti ee ies = 9 Se > ce ue ( =A 
: sae: : J 
de cf ra Lie Shes : s 
= oo he en, : Bees a ie: Pe ghee i er ee 
Ser at ae Cs fs as < “ mt a : SG = Se ne ea eA cee Tan Se Ca pee ty cre NRE HE co Grady ee 
roy pier ai Sinks Geers) Sees erp hie amreee ss OS ; = pM i alle Fok Raa Sei MMR ge Sed” oe Ge ee A As TO : 
a i een es iia" 7 See ee Rennes cere 5 
Be craigs | copra 2 he Cee ee terre mine oe —— ea en ap ers Me ee 
fue ees ree ies Rec) Si) See ee 8 i oe a. i , ee a Ce 5a eaaaans as: 7 
Re i age Mi ae Be ete ae | te A ec ne aM eRe, et, TN gs st Sk a ok : fae cies 
Pe eo le ee, oe nae Pie ee 
‘ Pe ae ‘ y/ 
fe Bie ane =: Sabin aie ee f 
ie Be ft ee a ae jf a 
ig ‘aro oe»: 2 : =f Ms ae }/, 
ope p Tit - ba Ore yj 
ee a ~ £1 ae Np eee 
\ a ieee vide : 
5 ‘ eet ee ee 
a 7 : f ae. 
, c a, ey. 
> te y, ee a 
ay ae x H}/ Pe a 
uns ‘ is Bde May ee 
aie nme Uf Cea 
ed ae = cy 
a > ae — Ree eee 
ig 4 + a ea Y Srey a 
age SPSS, / ao ee 
Spal Vf ‘ a 7 V}/ a fits are 
ae ee t hie 
| ae e 
ae d , / Sie SD 
Cy co ee ie, ase yaa 
Ss 5 ee ne 45 
EE eo. Es - 
= nett iets a yj 
" og 
a f 3 wl /, 
 : 4 L/ i : 
- Y 
ee, oo ; 
~ Y 
. jj 
Sy) 
~ a 2 
ads gas : : . Sort 
SNe Meme mas! P< a et od yee te os ae Pe eciiga  Iot riod “pe See a AM REN 8p gs ee hh 2a See a le TUR arse ayes zs % wis i x i paaae rd 4 - fag ia) ee here te a ae es Re = tae ete a ea 
y ie a oy SRR 2 aS acai ge om nBgee, EN nig a a Rs et a ae ei to Si a ool aa ae ds ; , = ae : cae Fe 7 ‘ 
ei Ri oy rn, a oe ces ik cu : : a ial Si Nea ce. Perec Te eh i q : ; 


ze 
ABs 


32 


Many Get to See 


Live Football 
Games on TV 


WASHINGTON, Sept. 27—Despite 
the sports world’s concern over 
television’s effects on gate receipts, 
TV will be on hand in a great 
many stadia to cover the proceed- 
ings for stay-at-home football fans 
this fall. 

A leading football broadcast 
sponsor since 1936, Atlantic Re- 
fining Co. is expanding its TV 
schedule this season while reduc- 


DANNER 


ADVERTISING AND PUBLICATION 


PPC PRINTING 


Akron, Ohio 
FRED W. DANNER — PRESIDENT 


ing its radio lineup of stations and 
games to be covered. 

Starting Sept. 30, an NBC-TV 
network in the company’s mar- 
keting area will be used to cover 
a combination of games played by 
Harvard and Princeton, with Bill 
Slater handling the commentary. 
This series is available for co- 
sponsorship, to be sold on a sta- 
tion by station basis. 

Two telecasts of the University 
of Pennsylvania and Boston Col- 
lege contests will be carried on the 
network; other home games will be 
aired over WPTZ, Philadelphia, 
and WNAC-TV, Boston, respec- 
tively. 


ae N. W. Ayer & Son has ar- 
ranged a comprehensive system 
of regional radio network cover- 
age for a number of leading col- 
lege teams in the East, South and 
Midwest for Atlantic. Home sched- 
ules of 17 universities will be cov- 
ered in their entirety. In some 
markets the sponsorship bill will 
be shared by Chevrolet Dealers 
through Campbell-Ewald Co. or 


local agencies. 

Approximately 80 to 90 stations 
—somewhat fewer than last year 
—are included in the lineup. 

Chevrolet Dealers will co-spon- 
sor 12 games of the Pittsburgh 
Steelers to be broadcast over a 
network of western Pennsylvania 
stations originating at WWSW, 
Pittsburgh. Easton High School 
games will be aired over WEST, 
Easton, Pa., by Atlantic, which 
also will carry 10 Ivy League 
clashes over WOR, New York. 

A new addition to N. W. Ayer’s 
video activity for fall is a 15-min- 
ute sports roundup program 
bought locally by United Air Lines 
in Seattle, Los Angeles, Chicago 
and Washington. A leading local 
sports commentator will be fea- 
tured in the telecasts. 


s Chevrolet Motor Division will 
pick up bonus circulation and 
Notre Dame added revenue from 
the arrangement being worked out 
for theater TV coverage in New 
York and Boston of the doings of 
the No. 1 gridiron team. 


Video rights to the home games 
of the Fighting Irish were assigned 
to DuMont Television Network for 
$185,000. Chevrolet (via Camp- 
bell-Ewald Co.) has contracted to 
sponsor the series on 41 stations. 

Two Fabian theaters, two Cen- 
tury theaters and American’s Pil- 
grim in Boston will pick up the 
telecasts, including commercials, 
from DuMont. The formula for 
this large-scale cooperation of 
theater and home video is still be- 
ing worked on, but each theater 
is expected to pay from $200 to 
$300 per game to the university 
for the rights. DuMont served as 
an agent in the deal; it got no pay- 
ment from the theaters. 


# Another major expense to be 
deducted before theater operators 
can start counting their profits 
on the venture: estimated line 
charges of $500 to $700 per game 
per theater to be paid to Amer- 
ican Telephone & Telegraph Co. 
Two other theaters in the East, 
which are equipped for TV pro- 
jection—Paramount in New York 
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...like California without the 


illion Dollar\alley of the \ees 


Be sure you have the complete tools to cover Cali- 
fornia. With SF-LA newspapers you cover those 


ABC city zone. . 


Sacramento trading area. 


THE SACRAMENTO BEE 
Media Records rank it 2nd 
in the West in total daily 
advertising linage. Reaches > 
9 out of 10 families in FP 


. half 
the families in 19-county 


THE MODESTO BEE 


ABC city zone... 


Neue 


Modesto has per capita retail 
purchases nearly four times the 
US. average! The Modesto Bee 
reaches 9 out of 10 families in 
half the 
y, families in Stanislaus County. 


THE FRESNO BEE 


In nation’s No. 2 test city 
—shopping center for more 
than \% million people. 
Reaches 9 out of 10 families 
in ABC city zone . . . half 
the families in 4-county 
ABC trading area. 
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markets — but ot the Billion Dollar Valley of the 
Bees. That's California’s great inland market — 
with more buying power than Kansas .. . 
food sales than Philadelphia . . . 
retail sales of Pittsburgh.* 

To cover the Valley you must have the strong 
local papers on your schedule. Those are the three 
McClatchy papers. ONLY with them — The Sac- 
ramento Bee, The Modesto Bee and The Fresno 
Bee — do you really cover the Valley. No other 
newspaper combination — local or West Coast — 
comes even close to their Valley coverage. 


*Sales Management's 1950 Copyrighted Survey 


higher 
twice the total 


» \'Clatchy \\ewspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 
~ New York + Los Angeles * Detroit * Chicago * San Francisco 
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and a Scranton house—have been 
offered the games. 

Previous sales announcements 
from networks and stations in- 
dicate that the advent of the foot- 
ball season this year, as always, is 
proving a stimulant to the broad- 
casting business. 


# Sun Oil Co. is carrying filmed 
highlights of the National League 
professional meets on ABC-TV; 
Sylvania Electric Products will 
sponsor broadcasts of leading pig- 
skin contests over American’s ra- 
dio stations. 

Columbia Broadcasting System’s 
play-by-play roundup of several 
games selected to please the larg- 
est possible cross-section of listen- 
ers at least part of the time will be 
presented this season by R. J. 
Reynolds Tobacco Co. 

Esso Standard Oil Co. will spon- 
sor football telecasts over CBS-TV. 
Accounts of the games of the Uni- 
versity of Arkansas will be broad- 
cast by Esso over 26 Arkansas ra- 
dio stations. 


s Mutual Broadcasting System’s 
“game of the week” will be sold 
cooperatively by local stations, us- 
ing the technique which proved so 
profitable during the big league 
baseball season. 

Goebel Brewing Co., Detroit, is 
again sponsoring radio broadcasts 
of all Detroit Lions professional 
football games over WJR, Detroit. 
Brooke, Smith, French & Dorrance, 
Detroit, is the agency. 

Standard Oil of Indiana will air 
the University of Michigan’s 
schedule over WJR, Detroit. Adler 
Shoes and Kaiser-Frazer Dealers 
will share sponsorship of broad- 
casts of the New York Giants 
football eleven over WMGM, New 
York. 

Acquisition of football rights, 
however, is not always a sure way 
to attract an advertiser. ABC re- 
portedly paid $100,000 to get its 
TV cameras inside the stadium for 
the home games of the University 
of Pennsylvania this fall. Late 
September found the network still 
searching for a sports-minded 
sponsor for the series. 


a Elsewhere throughout the coun- 
try, the football video picture is 
as variegated as a patchwork quilt 
(AA, Aug. 28). The Western Con- 
ference (Big Ten) has banned live 
telecasts of its 1950 schedule, but 
has signed with United Paramount 
Theaters for large-screen TV in 
Chicago and Detroit. Midwest sta- 
tions will carry films of the games 
the day after. 

Not included in the ban are the 
Notre Dame games since DuMont’s 
contract for live telecasts with 
that university predated Big Ten 
action. 

Colleges in the Southeast Con- 
ference also voted to keep live 
video off the playing fields, as did 
those in the Pacific Coast Con- 
ference. The West Coast group 
later assigned rights on 30 games 
to Hoffman Radio Corp., which 
guaranteed minimum gate receipts 
based on averages for the past ten 
years. 


Trilane Adds 2 Publications 


Trilane Associates, New York, 
publisher of the “Government Pro- 
curement Daily Bulletin” and the 
“Daily Construction Bulletin,” has 
added two new publications, “The 
Weekly Review of Government 
Procurement” and the “Daily Fed- 
eral Freight Report.” Plans for de- 
veloping advertising in the week- 
ly and for increasing its circula- 
tion, now 10,000, are being con- 
sidered, Henry Scharf, president, 
told AA. 


Offers Sales Courses 


Marquette University, Milwau- 
kee, has begun a new series of 
advanced courses in sales and sales 
management. Co-sponsored by the 
Sales Managers’ Assn. of Milwau- 
kee, the courses will be directed 
to practicing salesmen and will 
analyze sales resistance and sales 


techniques. 
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Institutional Advertising 
May Come in for Some Curbs 


WASHINGTON, Sept. 28—The fed- 
eral budget for fiscal 1951 is past 
the $50 billion mark and appar- 
ently destined to go higher. 

The tip-off came last week from 
Sen. Lyndon Johnson (D., Tex.), 
chairman of the mobilization 
“watchdog” committee. 

The villain is inflation. Sen. 
Johnson explains that $17.7 billion 
voted for emergency defense last 
week will no longer buy $17.7 bil- 
lion worth of defense. 

Examples: Aviation gas costs 
30% more than a few months ago. 
Soap powder, used by all branches, 
is up 33%. Cloth for uniforms is 
up 22 to 42% over April. 

For each 1,000 rockets we could 
have purchased in April, now we 
get 870; for each 1,000 Walkie- 
Talkies, only 660 today. 

Air Force procurement officers 
say prices are up enough to cut 
the equivalent of 750 F-86 planes 
off the proposed total of 4,500 the 
Air Force wants. In cash, that 
means Air Force alone is already 
short $350,000,000. 

« © © 


Excess profits taxes are in the 
cards for next year. Both parties 
will vote for the idea. It’s more at- 
tractive than another drastic hike 
in personal income taxes. 

The showdown probably will not 
take place at this fall’s lame duck 
session. But the tax is to be re- 
— to profits of last quarter 
1950. 

When the vote comes, keep an 
eye on the small print. During 
World War II, the tax applied 
only to profit after deduction for 
“ordinary and necessary” expense. 
It allegedly stimulated “waste.” 

There is talk of tightening de- 
ductions this time. If it happens, 
the heat will be on for Internal 
Revenue Bureau to put the brakes 
on institutional advertising. 

* * . 

On the subject of institutional 
advertising, Socialist leader Nor- 
man Thomas has dumped a 
“toughie” on the Bureau of In- 
ternal Revenue. Mr. Thomas ques- 
tions the tax status of Warner & 
Swasey ads on such topics as “Who 
pays for the profits of capitalism?” 

Internal Revenue traditionally 
rules that institutional ads are de- 
ductible if they carry the com- 
pany’s name, and are not exces- 
Sively costly. Now Mr. Thomas 
asks, “Would it be legal for me to 
publish as an advertisement what 
I think about democratic socialism 
and deduct the cost of the adver- 
tisement before computing my in- 
come tax? 

“I could connect the advertise- 
ment with my business—writing 
and lecturing—at least as well as 
Warner & Swasey.” 

© . ” 

Ed Barrett, ex-Newsweek exec- 
utive, is credited with a bang-up 
job, reinvigorating the State De- 
partment’s overseas information 
program. But it is an uphill job. 

Last week, for example, he was 
on the verge of getting the full 
$84,000,000 that the State Depart- 
ment asked for expanded informa- 
tion activities, including a $4,000,- 
000 newspaper campaign in 19 
“hot” areas. 

As Senate-House conferees were 
going into conference to okay Bar- 
rett’s funds, a Washington news- 
paper hit the street with a story 
that an “Amerasia case figure” 
worked in his office. 

In disgust, conferees clipped 


By STANLEY E. COHEN, Washington Editor 


$20,000,000 from his budget. By the 
time State Department reached 


Congress with facts—the man had 
been investigated and cleared by 
FBI and military intelligence—it 
was too late. 
+ ” e 

The smog covering major por- 
tions of the U. S. this week is 
nothing compared with the fog 
surrounding Commerce Depart- 
ment’s inventory ceiling. Every in- 
dustry has its own theory about 
the meaning of “practical mini- 
mum working inventory.” 

Home builders, for example, 
think they come under the escape 


clause, legalizing advance buying 
under “unusual circumstances.” 
Builders point out that many banks 
require them to have materials on 
hand before entering into con- 
struction loans. 
* + © 

National Assn. of Real Estate 
Boards says if you can afford it this 
is a wonderful time to buy a house. 
Predicting tighter credit, and in- 
creased costs, the association ex- 
plains “the housing dollar is bigger 
now than it will be in the future.” 

Escalator clauses—to protect 
builders against rising costs—are 
already making it more treacher- 
ous to buy new homes. A “model” 
clause circulated by the National 
Assn. of Home Builders says, in 
effect, that on written demand of 
the builder, the purchaser is to 
agree to pay “actual increases in 
cost.” If the purchaser hesitates 
five days, builder can send back 


the deposit and sell the house to 
someone else. . 


As Congress adjourned, Sen. 
Elmer Thomas (D., Okla.) intro- 
duced a bill (S. 4171) to author- 
ize a $100,000,000 advertising cam- 
paign to stimulate foreign trade. 
It’s a plan that has kicked around 
for years. There is an attractive 
split: Under supervision of the 
Secretary of Commerce, each of 
the 48 states would spend $2,000,- 
000 of federal money to tell foreign 
buyers about its products. To make 
it an even $100,000,000, the Com- 
merce Department would spend 
$4,000,000. 


Names Nestler V. P. 


Hans W. Nestler, copy chief and 
research director, Wm. G. Tann- 
haeuser Co., Milwaukee, has been 
named vice-president of the agen- 
cy. 
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Agency Changes Name 

Tomowske Advertising Agency, 
Spokane, has changed its name to 
McLean, Ogle & Myers. William 
T. Ogle is president, J. Walter Mc- 
Lean is vice-president, and Milton 
M. Myers is secretary-treasurer. 
There will be no change in per- 
sonnel. Ernest Tomowske, the 
founder, died in 1936. 


Kotula Appoints Urban 

Joseph Urban, formerly senior 
partner in Van-Urban Associates, 
has been named art director of 
Kotula Co., New York, advertis- 
ing and marketing agency. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harwe Ferill &-Company 
11 E.WALTON PLACE - CHICAGO II 
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ANSWER: ALL FOUR OF THEM! 


Men readers scored 70% on A and 87% on B. Women 
readers scored 78% on C and 80% on D. Readers of the 


This new Continuing Study, 


conducted by the Advertising Research Founda- 
tion in cooperation with the Agricultural Pub- 
lishers Association, provides an impartial analysis 
of a farm market that is in a class by itself. This is 
America’s Greatest Dairyland where farming is a 
husband-and-wife business partnership . . . where 
women want to know about cows and men show 
an unusually high degree of interest in what’s new 


WISCONSIN 


Wisconsin Agriculturist and Farmer were surveyed in 
Continuing Study of Farm Publications No. 13. You'll 
be surprised at the high readership figure for beth men 
and women all the way through the issue. 


for the home. This is Wisconsin 
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HELP YOU SELL AMERICA’S 
GREATEST DAIRY FARMERS! 


where the “Ag” 


has earned the amazing loyalty and acceptance of 
its readers in more than 100 years of service. To 
sell this rich farm market you need the local farm 
publication that is so rich in readefship. The 
Continuing Study shows you why. 


lf you do not receive the Continuing 


Studies regularly, our representative will 
be glad to call with a copy. Write us. 


riculturis! 


SERVING 
WISCONSIN 
FARM FAMILIES 
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Dollars are a lot 


like people —_ 


j : like people, can be lazy. Or they can 
work like the devil himself. 


And in times like these there is a greater need 
than ever for every dollar to work at full effec- 
tiveness. 


In business, dollars work hardest—and best— 
under a special kind of leadership; under man- 
agement that brings a steady stream of fresh cur- 
rent thinking to business problems. 


Today’s constantly changing conditions make 
it increasingly essential for management to keep 
its thinking current. They also make it more 
difficult. 

So we believe that today it is especially impor- 
tant for an advertising agency to be a constant 
source of fresh current thinking about its clients’ 
advertising and consumer-sales problems. 


Suck ‘hinking does not needlessly stir things 


up. Rather it continually sizes things up—weighs 
past decisions, judges present policies, foresees 
needed changes—always in the light of current 
conditions. 


To get this kind of thinking takes the cooper- 
ative efforts of many minds. For there must be 
fresh current thinking not only about art and 
copy, radio and television, research, merchandis- 
ing, and media, but also about the best current 
use of advertising itself. 


So, at Young & Rubicam, the ability to pro- 
duce fresh current thinking for our clients has 
been made the major task—and the final test— 
of individuals in every department. 


Take a great many departments which concen- 
trate on thinking in fresh current ways—apply 
this thinking with judgment—and you have the 
approach that Y&R is using effectively for a lot 
of different products in a lot of different fields. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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TV Expounding, Cussing, Discussing 
Takes Much Time at ANA Conference 


Costs, Allocations and 
Research Problems Aired 
by Advertisers 


Cuicaco, Sept. 26—Television— 
that lusty and confusing infant— 
pretty well monopolized the atten- 
tion of advertisers yesterday, dur- 
ing the first day of the annual 


ANA Meeting 


three-day conference of the Assn. 
of National Advertisers here. 

Hoping, no doubt, to confine the 
everybody-wants-to-talk-about-it 
subject to a reasonable share of 
the program, the ANA had given 
radio and television a special off- 
the-record closed session yesterday 
afternoon, but it managed to mo- 
nopolize the morning session, too. 

One subject which got no pub- 
lic mention, although it was dis- 
cussed, was the ANA’s thus far 
futile attempt to get “adjustments” 
in radio rates. 

TV first popped up when Wayne 
Coy, chairman of the Federal 
Communications Commission, ap- 
peared as the first speaker on the 
| ANA program to answer some 
questions submitted to him by 
ANA members. The questions 
covered the whole visible and aud- 
ible spectrum, and presumably Mr. 
| Coy might still have been “an- 
| swering” them a week later if he 
| had not had to depart for a lunch- 

eon talk at another hotel. 


ws He had some good—and some 
not so good—news for the adver- 
tising men, such as: 

‘No exigencies of war, short of 
invasion of our shores, is likely 
to prevent broadcasting and tele- 
casting under private auspices, as 
now conducted. No one in the 
government has even suggested 
interference with the existing 
system. . 

But military cemands for elec- 
| tronics, which have not yet filtered 
through to the industry in the 


LEAVE A 


LASTING REMINDER! 


The surest wey to be remem- 
bered is to place your name 
and business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
| fective reminder that will serve 
24 hours a day for a long time. 
There's a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


ro GITS MOLDING CORP. —-~——"4 
4646W. HURON ST., CHICAGO 44, ILL. | 


| C) Please send me catalog and price list of | 
Gits Quality Plastic Items. . 
| 5 ; 
oc iad aaa se emecseniclan 
| | 20N6........ = 


| © Please also send suggested ways for using 
Gits Advertising Specialties and Novelties. 

I OO... ncevassemnncsnseenenngdentnemnnsnsinentons 
1 We sell () direct to consumers, C jobbers, 
1 Ci dealers, () manufacturers, 9 


See these Gits items in Booth 64— 
. Premiums & Advertising Special- 


form of government orders, are 
sure to have an important effect 
before long, and certain to result 
in reduced production of receivers, 
although no one can now say how 
large the reduction will be. 

On the end of the TV freeze, Mr. 


Coy said that two years ago his 
prediction was “six to nine 
months,” and suggested that the 
same answer was still.the best he 
knew. In cities where there is no 
contest over assigned frequencies, 
it should be possible to grant ap- 
plications some time between 
April 1 and July 1 next year; 
where there are more applicants 
than available frequencies, there 
are unlikely to be any grants be- 
fore the end of next year. 

On the subject of one-station 


cities—a sore point with many TV 
advertisers—Mr. Coy had little to 
offer, except to say that obvious- 
ly the commission would try to 
clear up additional permits in such 
cities before worrying too much 
about cities which have three or 
more stations. 


es He emphasized again that color 
TV is imminent, and that the FCC 
is determined to see that an ac- 
ceptable color system is made 
available to viewers at the earliest 
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possible moment. 

He also emphasized his very 
deep interest “in any box office 
approach” to TV—including 
Phonevision, because of the “great 
risk that advertisers’ pocketbooks 
won’t be deep enough to pay all 
the costs” of bringing major sports 
events and other spectacles to the 
viewing public. 

“How in the world are they go- 
ing to sell enough Gillette razor 
blades to pay the money that 
Happy Chandler wants for the 


ties Exposition, 71st Regiment 
Armory, New York, Oct. 2-6. 
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World Series?” he asked, echoing 
a query which many admen have 
asked. 

In about five years—barring war 
setbacks—Mr. Coy said, there 
should be complete national inter- 
connected networks capable of 
bringing TV to about 95% of the 
continental population. 


= John P. Cunningham of Cun- 
ningham & Walsh, New York agen- 
cy, reviewed the changes in family 
life and living habits brought 


about by TV, and made a strong 
plea for advertisers to exercise re- 
straint and foresight in the use of 
the medium, lest irreparable dam- 
age be done, not only to TV but 
to the American people. 

“What is this new electronic 
plaything going to do to the brain- 
pan of America?” he asked. 

“Don’t be fooled by book pub- 
lishers and movie magnates telling 
each other at conventions that it 
won’t affect them much. 

“When American families who 


have owned TV sets for two years 
still sit and stare at that little 
square screen every night for al- 
most four hours—something has 
got to give!” 

Actually, he said, newspapers 
seem thus far to be least affected; 
their circulations not at all, their 
reading maybe 10%. But the read- 
ing of books is said to have de- 
clined 30%, and that of magazines 
about 18%. 


ws Other findings he reported, both 


from Cunningham & Walsh’s own 
“Videotown” research and other 
TV research, included these: 

Radio listening is practically 
non-existent in TV homes at night, 
except for individual family mem- 
bers who go to another room to 
listen to a personal radio. But ra- 
dio can’t be written off, he warned, 
since “it still has the coverage” 
and “it is much cheaper per lis- 
tener by far.” 

Movie attendance is off. In 
Videotown, “while 5% of non- 


WORLD’S BIGGEST FORKFUL... 


The average American is inches taller, pounds heavier, than his great-great 
grandfather. To how many people do we owe thanks for the extra nourishment in 
every forkful that Americans eat? 


To the agricultural scientists who pack more into every acre... to the farmers who 
squeeze more out... to designers and manufacturers of equipment who lock it in 
during shipping and storage . . . to entomologists, vitamin makers, refrigeration 
engineers, dairymen, frozen food packers, freight car manufacturers . . . 

These and hundreds of others work with diligence, ingenuity, and skill to make 
Americans the best fed people in the world . . . 


AMERICA WORKS LIKE THAT... 


Uniquely so. Here, every field of human endeavor has the incentive and opportunity 
to make its contribution to the great American pursuit of progress . . . 


America can work like that because it has an all-seeing, all-hearing 
Inter-Communications System, 


THE AMERICAN INTER-COM SYSTEM... 


Complete communication is the function, is the peculiarly American contribution of 
the business press . . . a great company of specially edited magazines devoted to the 
specialized work areas of men who want to manage better, design better, manufacture 
better, research better, sell better. No country in the world has a business press that 
compares in size, character or ability to serve with that of America... 


WHY WE HAPPEN TO KNOW... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure 
that specialized information reaches interested people quickly. 

As publishers, we know that people pay to subscribe to business publications for the 
sole purpose of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available 
for your communications with the people you want to reach. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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owners went to the movies last 
night, only 2.6% of TV owners 
went.” 

Sports attendance seems to go 
down during the first two years 
of ownership, but thereafter to go 
up sharply, with one result being 
a more universal interest in all 
sports than ever before. 


ws Youngsters over 18 look at TV 
much less than other members of 
the family, but the average child 
under 18 spends 27 hours a week 
in front of a TV set—“only one 
hour less than he spends in school.” 
And: “There is an adverse effect 
on school marks on a small but 
significant number of TV chil- 
dren.” 

Asserting that it is vital for ad- 
vertisers to have “the breadth and 
the vision and the commercial 
self-control to use this great force 
wisely,” Mr. Cunningham added: 

“I suggest that a committee be 
formed from this organization, the 
American Assn. of Advertising 
Agencies and the broadcasters to 
try to foresee, to understand and 


sales 
seeds 


When you sow your sales seeds 
on barren ground, no amount of 
spade work will produce an 
abundant crop. 

Ads are sales seeds. If you sell 
to the transit industry, MASS 
Transportation’s rich editorial 
content is the most productive 
place to plant your sales story. 

MASS Transportation is en- 
riched with wide-awake copy: 


“Buffalo, turbulent transit 
trouble-spot for many years, 
has been more tumultous 
than usual the last few 
weeks. The 600,000 popula- 
tion hornet’s nest on the 
shore of Lake Erie was 
stirred by, of all things, 

a quiet, smooth-running 

trolley coach.” 

No wonder wide-awake MASS 
readers spend an average of 2 
hours and 13 minutes digging 
into each issue. 

This intense readership of 
MASS Transportation gives your 
ad 19 times the exposure of a 
“thumbership” type magazine. 

Sow your ads in the fertile 
content of MASS Transportation 
—leader in the transit industry 
for 45 years. A 2396 


See SRDS Class. 21—or 
write for rate card. 


TRANSPORTATIO 


222 W. ADAMS ST. 
CHICAGO, ILL. 
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to define our responsibilities and 
our opportunities. Perhaps out of 
this committee could come a per- 
manent board, respected and vig- 
orous—like the baseball czar. At 
least, out of it could come a creed 
and a code—for us to believe in 


Do You know that WMC 


EN 


ee BUYER) 


and to follow.” 


s Ben C. Duffy, president, Batten, 
Barton, Durstine & Osborn, the 
next speaker, talked about all 
media, but he, too, devoted a major 
portion of his time to TV. 

Indirectly, Mr. Duffy said, TV 
has not only made the entire media 
situation more complex, but has 
also made it more expensive. The 
high cost of TV undoubtedly has 
influenced other media to raise 
rates, he said, and he particularly 
scored the FCC freeze on new sta- 
tions. This freeze has created mo- 
nopolies in those markets where 
only one station is now on the air, 
he said, with the result that ad- 
vertisers are paying “artificial and 
inflated prices” for TV time. 

It is a strange and an unwhole- 
some thing, Mr. Duffy indicated, 
that a half-hour show on a 60- 


station TV network, reaching a_ 


considerably smaller 


audience,, but that the advertiser still has 


costs more than similar time on a/| the exclusive right to determine 


160-station AM network. 


a Rates and media costs must be 
appraised realistically, he said, re- 
porting that he was shocked to 
find that in one case $250,000 is 
being spent to merchandise a TV 
show. This money might perhaps 
be better spent to advertise mer- 
chandise, instead of advertising 
advertising, he implied. 

The high ratings which TV 
shows now get are a passing phe- 
nomenon which was true also 
of AM radio in its early days, 
Mr. Duffy said. Major Bowes once 
had a 57% rating, he reminded his 
listeners, predicting that TV rat- 
ings will also level off as better 
and more programs are available. 

Mr. Duffy reminded the adver- 
tising managers that media have 
exclusive control over their rates, 


whether those rates make sense for 
him, and which media he will use. 


a Turning his attention to other 
media, Mr. Duffy took a short jab 
at “inflated circulation” of maga- 
zines, asserting that there is no 
factual evidence that advertisers 
want magazines to stimulate cir- 
culation and increase rates, and 
that there is in fact a considerable 
desire that circulations be held to 
‘natural, normal” levels. 

He also made a strong plea for 
tripartite research in the media 
field, asserting that there is too 
little confidence in much of the re- 
search done by individual media 
without consultation with adver- 
tiser and agency research people. 
Recalling that the Audit Bureau 
of Circulations is a classic example 
of the merit of cooperative re- 


but Telegram 
is a newspaper _ <i > 


om 


It makes a great deal of difference in the meaning 
whether you write telegram or Telegram. The first is 
something the second receives all day long. 


In the same way, it makes a difference whether you 
write and print Coke with a capital “C.” The use of a 
lower-case initial changes the meaning completely. 


For Coke is the friendly, popular abbreviation for 
Coca-Cola. As such, it is a proper name. Correct usage 
calls for the upper-case ““C”’ always. 


Also, Coke is a registered trade-mark. Good practice 
requires that the owner of a trade-mark must protect it 


diligently. That’s another reason why we ask your con- 
tinued cooperation in the use of the capital “C” when 
you have occasion to refer to Coke or Coca-Cola in 


your columns. 


Ask for it either way 
... both trade-marks 


mean the same thing. 
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TRAMNE-MARK ® 
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THE COCA-COLA COMPANY 
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Mich Got Rich on 
‘Quick’ Click Pick — 


New York, Sept. 29—When 
AA told the story of Quick’s 
rise to 1,000,000 circulation 
(Sept. 18), it described how ex- 
ecutives of Cowles placed their 
bets on Quick’s circulation after 
15 issues. 

It omitted the winner’s name. 

Dan Mich, then executive ed- 
itor of Look and supervisor of 
the Quick project, came within 
500 of predicting the fifteenth 
issue’s circulation, and won the 
pool. 

He is now editorial director 
of McCall's. 


search, Mr. Duffy said that from 
the short shrift media are current- 
ly giving to advertiser and agency 
suggestions for tripartite research, 
“I am convinced that if there was 
no ABC, it could not now be estab- 
lished.” 


es The only talk at the closed 
afternoon session on radio and TV 
which was released was that of 
Fred B. Manchee, executive vice- 


‘president of BBDO, who bluntly 


started off with what he described 
as “the all-time understatement”’: 

“Radio-television research is in 
one hell of a mess!” 

Reading a bit of alphabetical 
nonsense to demonstrate the multi- 
plicity of research available, Mr. 
Manchee said there are now 14 
different radio-TV research fig- 
ures, and “if you happen to be a 
major user of these media, the 
total yearly tab for all these serv- 
ices might easily run into six fig- 
ures.” 

As at least a partial solution, 
Mr. Manchee proposed a _ two- 
step course of action: 

1. “For all concerned to agree on 
what it is we want and need.” 

2. The development of some sort 
of effective organization to see 
that advertisers get what they 
want and need. “The broadcasters, 
with the counsel of advertisers 
and agencies, could take the lead 
in calling the research signals,” he 
suggested. 


e The responsibility for providing 
users with the data they want and 
need rests squarely with broad- 
casters, Mr. Manchee said, al- 
though he does not believe that 
they must necessarily pay the en- 
tire cost. 

“I am well aware that this will 
be construed by the broadcasters 
as a drastic proposal,” he said. 
“Particularly so because the 
broadcasting industry has not al- 
together distinguished itself in the 
past for assuming leadership in the 
field of measurement... 

“Hasn’t the time come for you 
advertisers who pay the bills to 
become vocal on this subject and 
to put the responsibility for sup- 
porting evidence right where it be- 
longs—at the doorstep of the 
sellers of time? At the same time, 
you should reserve the right to a 
voice in the setting of ground rules 
on research activity, just as you 
do in other media activity, through 
the Advertising Research Founda- 
tion, for example.” 


Schedules Color TV Films 


Jerry Fairbanks Studios, Holly- 
wood, has scheduled the produc- 
tion of color television films. Films 
immediately available include 
16mm Kodachrome and 35mm 
Eastman and Ansco. Fairbanks 
is planning to film several pack- 
age shows in color, using its Multi- 
cam process. 


Goodyear Appoints Three 


E. W. Hayter has been appoint- 
ed marketing and advertising 
manager of Goodyear Tire & Rub- 
ber Co. of Canada, New Toronto. 
A. E. Ross has been named assist- 
ant manager of the advertising de- 
partment. W. G. Britt has been 
named sales promotion manager. 
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BIRMINGHAM «+ RALEIGH 


“In the rural South, the demand 
for telephone service has broken 
all records during the last five 
ears and continues at high levels, 
indicating that the agricultural 
revolution now in progress is deep- 
rooted and sound. As evidence of 
our faith in the South’s rural econ- 
omy, we have spent $100,000,000 


“For more than 20 years we 
have used the advertising pages 


of bay | sega. hg = - sy in the Southern hardware 
e ry 0 um y ”? 
Tools to the rural South. We feel FRANK P. GREEN 


that this consistent advertising 


building ‘inane facilities in ru- 
ral areas of the South since the 
end of World War II. Our plans for 
-the future are based on greater 
growth to come.”’ 


HAL S. DUMAS, President 


Southern Bell Telephone 
and Telegraph Company 


‘“‘Many of our most alert and re- 
sourceful dealers and distributors— 
in all the fields of business that we 
serve—are located in theSouth.There 
was a time when their efforts were 
not very richly rewarded. However, 
with the rapid growth of this market, 
the picture has changed tremen- 
dously. For example, the increase in 
business of our Alemite distributors 
in the South during the last five years 
is 35% greater than the increase in 
the remainder of the country.” 


FRANK A. HITER 
Senior Vice-President 
Stewart-Warner Corporation 


has been an important factor in 
establishing Plumb to its present 


Merchandise Director 
Fayette R. Plumb, Inc. 


Progressive Farmer. 


of 1950 than any other farm magazine. 


DALLAS - NEW YORK «+ CHICAGO + 


in Seeman gains: 


THE RURAL SOUTH— America’s fastest-growing farm market 
—is served by America’s fastest-growing farm magazine—The 


Out in front of all other farm magazines in post-war adver- 
tising gains, The Progressive Farmer continues to pick up 
momentum, with far greater gains for the first nine months 


There’s a reason for this remarkable record. Leading busi- 
ness executives know that any advertising plan must include 
The Progressive Farmer to adequately cover the rural South. 


EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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* ¥The real Pittsburgh market is not the narrow, obsolete city limits, but the mod- 
ern, growing surrounding area as well. In the immediate City and Retail Trading 
Area, the largest daily paper covers only 40.5%—dand slightly more in the 
well-integrated, solidly based economic unit defined by Sales Management 
as the Pittsburgh Metropolitan Area, where 1950 U. S. Census figures show a 
current population of 2,193,870—a gain of 111,314 over the 1940 report. 
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NEW POINT PROJECT 


Three new 20-story office buildings, 
with parks and recreation area, on 
tip of Pittsburgh's Golden Triangle, 
represent $50,000,000 investment 
by Equitable Life Assurance Society 
of New York—a fraction of the gi- 
. gantic modernization of this market. 


Your COMPETITION Is 
BOUND TO SWING HARD 
ON THE FACT THAT 

A ONE-PAPER BUY MAY 
COVER ENOUGH OF SOME 
MARKETS BUT HERE IT 


PitsburghP beast 


; ~ 
: i y 
After all, dealers are human—and so are your salesmen! Slight them with ee lee. . 
half-way sales support, and how can you expect anything but half-hearted : i 
cooperation? And you are slighting them in Pittsburgh—knowingly or not— ‘YOURSELF IN PITTSBURGH? ‘ 


when you specify a “‘one-paper buy.” For this market is different, and justifies 


a different program. Your base buy here is a two-paper buy; but don’t be 7 Coverages based on Publishers’ Statements, ea 
. — > 6 mos. ending March 31, 1950, and popula- | 
trapped by largest daily gross combination or scatter coverage. Every local don caiiiiien teats teanieeh take i hein 
survey ever taken proves that most families are reached—at less cost—by ' 1949-1950 Consumer Markets Issue. (1948 tiga 
Pittsburgh’s two evening papers; and every group of local retailers endorses ©. a ate — a ee op i 
this combination. They’re selling your products with their advertising. Why a ee oe ae ry 
A . Largest Daily c Ciy& 
not support them where they do it most successfully . . . most economically? rom Fo Baym dy 
DENVER POST (e) 98.7 


KANSAS CITY STAR (€) cccscsscsceeceenrn.86.5 


+----- Pittsburgh Sun-Telegraph... 0% 0 ————s: 


WASH., D.C. TIMES-HERALD (d)........66.2 


A HEARST NEWSPAPER ‘ie vi 
"PHILADELPHIA BULLETIN (e)................ 58.3 © 
Represented Nationally by Hearst Advertising Service © Offices in Principal Cities ty a 
a y LOUISVILLE TIMES (e) 57.2 & 
: | CLEVELAND PRESS (e) 50.0 || 
| PITTSBURGH PRESS (€).ccccccccoooen40.5 | 
: 3 


Bee 


ET OTe A 


in yeor 1949, Media Reserds, inc. shows 307 
twe-paper buyers who used 106 lines or more 
of retail space in at least one Pittsburgh news- 
paper. Analysis gives breakdown as follows: 


OF 2-PAPER BUYERS 
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All FCC Members 
Agreed on CBS 
Color TV: Coy 


Cuicaco, Sept. 26—The chair- 
man of the Federal Communica- 
tions Commission said yesterday 
that the final adoption of CBS col- 


or TV cannot be postponed, unless | 


radio manufacturers agree to the; for further research, but leave 


commission’s plan for 
standards” in b&w sets. 

Speaking before the National 
Electronics Conference, Chairman 
Wayne Coy said: 

That the CBS color system is 
the only potentially satisfactory 
color system known today. 

Continued production of sets on 
present standards would eventu- 
ally make it impossible to switch 
to CBS color. 

That the “bracket standard” 
would give industry members time 


CHURCH PROPERTY | 


ADMINISTRATION 


“bracket | the door open for a switch to CBS 


color in the event that no other 
system is developed. 


s He told the convention that all 
seven FCC members agreed that 
RCA and CTI color systems in- 
volve equipment too complex for 
home use, and do not produce true 
colors. 

“An analysis of the two systems 
showed to the commission’s satis- 
faction that the defects were fun- 
damental. The equipment is com- 
plex because of the nature of the 
systems; registration and color 
controls are extremely critical,” 
Chairman Coy explained. 

As to CBS color, he said pic- 
tures from studio and outdoor are 
“of a. high order” and the equip- 
ment is easy to operate. He pre- 
dicted that direct view tubes will 
eventually replace the “mechanical 


disc.” 

“All the commissioners agreed,” 
he declared, “that it would be de- 
sirable to have a compatible color 
system if that were possible. How- 
ever, the commission was forced 
to conclude that no successful com- 
patible color system has been dem- 
onstrated. 


es “Since existing receivers can 
be adapted to receive black and 
white pictures from CBS color 
transmissions at a reasonable price, 
the commission felt that it was 
not fair to deprive 40,000,000 
American families of the oppor- 
tunity to have color simply be- 
cause the owners of 7,000,000 or 
8,000,000 sets might have to spend 
some money in adapting their 
present receivers.” 

Chairman Coy said the plan for 
a “bracket standard”—a set which 
will receive present TV, plus CBS 


_ ; 


Tnwuranee Asset 


Average all 
carried: 


ount 


67.7% of TIME 


families have & savings account, a 


“average TIME one 
family income.. 99. ‘ 


FAMILIES "Te 
63. 5 Fayr, 
% o thei» Treg 
94.2% own . home 
life insurance. home ste 


subscriber 


You could gauge a good prospect by any one of the assets pictured 
above. The average time-subscribing family has them all. 

These figures are taken from a survey just completed by Dun & 
Bradstreet. And they prove once again that the readers of Time are 


valued customers and prospects for practically everything being made 
and sold today—in terms of education, income, position, interest or any 


other standard. 


That’s why you'll find leading consumer and industrial advertisers 
appearing regularly in tmmz—to tell their story to the families who mean 
most to their continued success. 


the mass market of 
America’s best customers. 


Advertising Age, October 2, 1950 


color in b&w—is an “opportunity 
for those who have been coming 
to us after the record is closed with 
stories of new compatible systems 
or improvements in compatible 
systems.” 


a Chairman Coy said the pro- 
posal to open up 42 ultra high fre- 
quency channels to _ television 
brought the commission face to 
face with the color problem. 

Terming the UHF band “tele- 
vision’s last frontier,” he said, “If 
color were to be given any chance 
of developing in the foreseeable 
future, it was apparent that this 
chance had to be given it before 
the last spectrum space where it 
could operate was disposed of.” 

Color, he said, is no “phoney” 
issue. “It is quite clear to us,” he 
said, “that if we do not now lay 
the groundwork for joint use of 
the UHF band by black and white 
and color, it is obvious that when 
the commission does get around 
to it we might not be able to choose 
the best possible color system, but 
would as a practical measure have 
to consider only such systems as 
might be compatible with black 
and white.” 


@ On Tuesday, Chairman Coy 
spoke at a joint luncheon meeting 
of the Chicago Radio Management 
Club and the Chicago Television 
Council. Earlier he spoke before 
the Assn. of National Advertisers 
(story on Page 36). 

In response to a question from 
one broadcaster, he admitted that 
the FCC had not told companies 
what criteria would be used to 
evaluate their proposed color sys- 
tems when invitations to submit 
such proposals were issued. But 
he added that the hearings were 
an education for both the com- 
mission and the manufacturers 
and that the criteria were evolved 
as a result of the proceedings. 


es In response to another question 
regarding the reasons why obsceni- 
ties and bad taste were permitted 
on television but not on radio, he 
hinted that the government may 
take action if the industry doesn’t 
clean house. 

He insisted that the question of 
bad taste is “really one for the in- 
dustry to solve,” but if off-color 
pantomime is not censored by the 
TV broadcasters, the FCC may feel 
obligated to take steps in this di- 
rection, he declared. 

In his speeches on both days, Mr. 
Coy said emphatically that he 
favors continued experimentation 
with “box-office” television 
(Phonevision or other mechanical 
systems) and investigation of other 
plans might permit advertisers to 
pay for events such as champion- 
ship prize fights, World Series ball 
games, etc. He suggested that ad- 
vertisers might consider joint 
sponsorship of such events. 


Alumatic Appoints Frahm 


Nelson A. Frahm has been ap- 
pointed national sales manager of 
Alumatic Corp. of America, Mil- 
waukee, manufacturer of alumi- 
num storm and screen windows. 


Higgins Joins Marshall 

Alvin L. Higgins, formerly with 
C. M. Said & Associates, St. Louis, 
has joined Gordon-Marshall Inc., 
St. Louis, as an account executive. 
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Jerry Settle of South Carolina typifies today’s progressive 
Southern farmer. Modern machines and diversified crops 
bring good living to his own and 12 tenant families. 


The Canes of New Jersey raise such high quality chicks that A 


half a million annually won’t supply demand. But the anes 
take time from business to enjoy the goodeliferthey earn. 


; 


Lountry 
entleman 


For Better Farming: Better Living 


There are prosperous farm families like these Country Gentleman subscribers in every sec- 
tion of Rural America . . . so many in every community that they are often the decisive 
factor in selling the national market at a profit. And throughout all of Rural America, most 
of the best farm families prefer Country Gentleman over all other magazines—of any 
kind. For no other magazine gives them so much inspiring, useful help to farm better and 
live better. That is why dealers say “Country Gentleman packs more selling power with 
our best rural customers”... and why Country Gentleman is first among rural magazines— 


12th among all magazines—in advertising revenue. 


From a $5,000 depression debt, the Harlands of The Davises produce such good beef and grain—so quickly 
Oregon farmed their way to a $30,000 annual gross. and so profitably—that they travel wherever and whenever 
A big slice of profit goes into their new home and they wish from their Oklahoma farm. 
children’s security. 


The attractive Kansas home of the Taylors was 
built by wheat and prize Hereford cattle raised 
with modern equipment rolling on 117 wheels 
and a $25,000 irrigation system. 


Generations of Beldens have won bountiful 
living from their ancestral Connecticut farm. » 
Today prime sheep, vegetables and tobacco 
comfortably support four families. 
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Washington Guide to the Perplexed... 


Painful Mobilization 
Changesin Offing 


Present Restrictions 
Mere Harbingers of 
Severer Ones to Come 


This is the fifth of six ar- 
ticles reviewing the status of 
advertising under war condi- 
tions. It concerns cutbacks 
ahead for consumer goods. 
Previous articles reviewed 
Treasury and Armed Forces 
regulations governing adver- 
tising, the manpower problem, 
the tax situation and credit 
and instalment selling. Con- 
tributions which advertising 
may be called on to make toa 
war effort will be discussed 
next week. 


By STANLEY E. COHEN 


WaAsHINGTON, Sept. 28—It is still 
too soon to get any reliable es- 
timate of the cutbacks ahead for 
consumer goods. Military orders 
are just beginning to fan out to in- 
dustry; the industry groups have 
only begun to estimate the amount 
of capacity and raw materials that 
will be involved. 

Government officials directing 
industrial mobilization are care- 
fully avoiding any predictions. But 
one key official was willing to go 
this far the other day: speaking 
before an industry group, he 
warned, “In my opinion, industrial 
mobilization is going to hurt a lot 
more than most people realize.” 

On paper, a $30 billion defense 
program and a_ 3,000,000-man 
military force should be a relative- 


ly painless assignment for a na- 
tion which served successfully as 
the “arsenal of democracy.” And 
it wouldn’t be a difficult assign- 
ment, except for the fact that it 
comes at the peak of the greatest 
consumer goods boom in history. 


s Home builders, auto makers and 
appliance manufacturers are all 
busily turning out unprecedented 
quantities of the good things which 
make up the nation’s remarkable 
standard of living. Even before 
war in Korea, the U. S. steel in- 
dustry—which has more capacity 
than the steel industry of the rest 
of the world combined—was oper- 
ating at 100% of capacity, strug- 
gling to meet the demands of 
peacetime America. 

By spring, the supply of many 
basic materials was falling behind 
demand. Prices were heading up- 
ward; “gray markets” were reap- 
pearing for such items as steel, 
copper, zinc and building mate- 
rials. 

Since Korea, commodity mar- 
kets have gone wild. Price quota- 
tions for most basic items are 20 
to 60% over April levels, and very 
little is available at quoted prices. 


s In the months ahead, the fate 
of most consumer goods items will 
depend on the supply of steel, non- 
ferrous metals and chemicals. For 
example, benzine, used in plastics: 
it becomes highly critical as syn- 
thetic rubber plants go back into 
production. 

Eventually, government and in- 
dustry hope to build new capacity 


THERE ARE 


IN READERSHIP 


OFFERED ONLY BY The AMERICAN BOTTLER 


REGULARITY of 2Léadecshy. 


Consistently high percentage of renewals PLUS steady increase 


in circulation. 


RESPONSIBILITY of 2eadecshyn 


The people who buy and specify your product make up the biggest 
percentage of the BOTTLER circulation. The owners, executives, 


managers, superintendents and foremen . 


readers. 


the in-the-plant 


RESPONSE of 2eadecshye. 


Editorial leadership and great in-the-plant circulation make your 
advertising in The AMERICAN BOTTLER your biggest sales pro- 


ducing media. 


AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION 
Highest Total Net Paid; Total Beverage Bottling Plants, 
Highest Grand Total. 
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The National Soft Drink Magazine 


131 W. Lafayette 
Woodward 2-7298 


Taylor 0888 * Michigan 9849 


so that a $30 billion defense bud- 
get and 3,000,000-man armed force 
can be maintained with minimum 
effect on “normal” business. That’s 
a two or three-year assignment. 

Meanwhile, materials like alu- 
minum will disappear from con- 
sumer goods markets, and the auto 
industry will have to struggle 
along without chrome garnishings 
on its product. 

The government’s first mobiliza- 
tion problem is to restore supply 
and demand in industrial markets, 
by fencing off some of the less es- 
sential users of basic materials. 


w Already there is a general in- 
ventory “ceiling” to curb the ap- 
petites of commodity hoarders. 
And in the rubber industry, where 
basic price moved from 16¢ to 55¢ 
a pound, manufacturers are limited 
to 1949 usage in an effort to end 
the inflationary pressure on avail- 
able supply. 

By the turn of the year, other 
scarce commodities will be under 
usage restriction (and the 1949 
quota may no longer be allowed 


Reprints Available 

Reprints of Stanley 
Cohen’s article on the sta- 
tus of advertising under war 
conditions, which appeared 
in AA Sept. 4, and has since 
been hailed as the clearest 
exposition of the subject 
ever printed, are available. 
The price is 5¢ each for 100 
copies or less, and less for 
larger quantities. The article 
contains a detailed review 
of the status of advertising as 
far as the Treasury Depart- 
ment, renegotiation boards 
and Armed Service contract 
divisions are concerned, as 
well as President Truman’s 
publicly expressed attitude 
toward wartime advertising. 


for rubber) as National Produc- 
tion Authority throttles less es- 
sential consumer goods, to channel 
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available supplies to military and 
supporting civilian activities. 

By themselves, military orders 
probably will not take more than 
20 to 25% of the nation’s industrial 
capacity; maybe less. But stock- 
piling—a high priority, top secret 
operation—will eat up large quan- 
tities of scarce materials. And in- 
dustrial expansion—new freight 
cars, power plants, steel plants— 
will use important amounts of 
steel, machinery and other tight 
items. 


ws Then what is ahead? 

In a nutshell, the consumer 
goods outlook adds up to this: less 
than we have now, but consider- 
ably more than we had during 
World War II. 

An “educated guess” might sum- 
marize it this way: 

With ingenuity, in substituting 
materials, most consumer goods 
can remain in production, and to- 
tal output can be maintained at 
levels that will compare favorably 
with prewar years. But the trim 
will disappear and, by present 
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standards, merchandise will be less 
attractive, and of poorer quality. 

For example, housing. Under 
usage restrictions and tighter fi- 
nancing rules, home builders still 
hope to put up 900,000 homes in 
1951, a very respectable record. 
However, 1951 homes would lack 
aluminum trim, copper gutters, 
picture windows, extra bathrooms. 
But it won’t be like 1942, when 
construction wes confined to 
stereotyped four-room “boxes.” 

Cutbacks in consumer goods will 
be rough on dealer organizations, 
and in some instances, such as TV 
sets, they will be sufficiently sev- 
ere to cause many companies to 
drop civilian lines entirely. That’s 
a decision each firm will make for 
itself. 


as The defense production act spe- 
cifically prevents the government 
from tampering with established 
business relationships. In allocat- 
ing materials to non-military con- 
sumers, each member of the in- 


dustry—including newcomers—| prices, brand names and other In following industrial mobiliza- | cutback in production ahead. 
must get a share. In “stabilizing” | trade practices are to be protected. 


Who's Who in Mobilization 


NATIONAL SECURITY RESOURCES Boarp: Studies total military and 
civilian need. Determines percentage of economy to be devoted 
to military. Has authority to tell military or civilians to scale 


down their needs. 


Munitions Boarp: Works up military purchasing plans, and files 
requirements with National Security Resources Board. It’s up to 
Munitions Board to keep the military program balanced, and in 
line with percentages of capacity available for military use. 
Actual military purchases are by officers of individual services. 
NATIONAL PRODUCTION AUTHORITY, 
Keeps supply and demand of basic materials in balance; chan- 
nels materials to most essential users. 

DEPARTMENT OF INTERIOR: Estimates needs for minerals, fuels and 
power; plans expansions of these industries; secures priorities 
for them from NPA; allocates scarce fuels. 

DEPARTMENT OF AGRICULTURE: Encourages food production; secures 
priorities for farm equipment machinery from NPA. 
INTERSTATE COMMERCE COMMIsSION: Controls rail, truck, inland 
waterway transportation. Plans, and pushes expansion pro- 
grams; obtains priorities from NPA. 

FEDERAL RESERVE Boarp: Controls credit and “V-Loans” for in- 


dustrial expansion. 


Department of Commerce: 


tion, keep these facts in mind: 


Most materials allocations today, 
and for several weeks to come, are | 
“voluntary”—imposed by suppliers 
in order to meet minimum needs 
of all their customers. 

Commerce Department itself is 
still struggling to get firm figures 
on military needs, and the nation’s 
ability to supply them. 

Commerce Secretary Charles 
Sawyer hds no preconceived no- 
tion of which consumer goods in- 
dustries to cut, and how to cut 
them. The decisions will be made 
when he has the facts, and the 
amounts of the cuts will be de- 
termined by the facts. 

History shows that military pro- 
grams have a habit of growing be- 
yond original estimates. But it’s 
important to remember that pres- 
ent requirements are far short of 
total war. 


a In general, here’s the outlook 
for consumer goods: 
Food: no shortages in sight. 
Autos: Stripped down models; 


Appliances: Production will be 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc. 
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cut back. 
Radio and TV sets: Sharp cut- 
backs, beginning early in 1951. 
Clothing: Better fabrics will be 
hard to get. 


Walter Hellmann Opens 
Agency in Louisville 


Walter C. Hellmann, formerly 
an account executive of M. R. 
Kopmeyer Co., Louisville, has es- 
tablished his own 
agency, Walter 
C. Hellmann Ad- 
vertising, with 
offices at 131 W. 
Main St., Louis- 
ville 2. 

This is the sec- 
ond time Mr. 
Hellmann has 
started his own 
agency. His for- 
mer agency, with 
offices in Phila-  w. C. Hellmann 
delphia, was pur- 
chased by Erwin, Wasey & Co, 
after five years of operation. Mr. 
Hellmann has been connected with 
advertising agencies in Chicago, 
Philadelphia, New York, Washing- 
ton and Louisville. 


Yale & Towne Names Two 


Yale & Towne Mfg. Co. has made 
the following appointments in 
manufacturing and sales manage- 
ment of the Philadelphia division. 
James P. Kinney, former partner 
in Gordon & Kinney, Detroit, has 
been named general sales manager, 
succeeding Samuel W. Gibb, who 
has resigned. James A. Shellen- 
berger, formerly assistant to 
Charles G. Mortimer, vice-presi- 
dent of marketing, General Foods 
Corp., has been appointed director 
of advertising, publicity and mar- 
ket research. He replaces James S. 
McCullough, who resigned as ad- 
vertising and sales promotion 
manager. 


Publishes Toy Sales Manual 


Toy Manufacturers of the 
U. S. A. Inc., 200 Fifth Ave., New 
York, has reprinted “How to Sell 
Toys,” a sales manual designed to 
aid retail stores in training toy 
department personnel. The 63- 
page manual spotlights basic sell- 
ing points for individual types of 
toys, with special chapters on the 
reasons why children need dif- 
ferent types of toys at each age 
level. Copies are available free. 


What chances he takes to put those 
advertisements up on his wall! But 
his well-meaning efforts usually end 
up in crooked, mangled displays— 
not to mention smashed fingers, or 
worse .. . and a lot of ill will! 


SAM metal strips on flat display 
material cinch real dealer coopera- 
tion in the use of posters, paper 
signs, etc. SAM finished material 
hangs straight from a single, center 
suspension point—simple to use, 
and so neat! 


FOR PAPER - 
AND LIGHT Wire or phone... 
BOARD DISPLAYS da ae Oe 
INCHES WIDE details! 
Mulberry 2672 
The Cincinnati, Ohio 
i ek 


Stuebing Automatic 


SAM Machine Co. 


METAL EDGING AND EDGING 
MACHINERY FOR THE PRINTING TRADE 


3420 BEEKMAN STREET 


CINCINNATI 23, OHIO 
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ada ee er we wine Gowns Ole A Retail Sales—July-Sept., 1948-50 
. role in boosting department store; _......... ME oc cecmninnc amend AUGUST----- --SEPTEMBER 
“ee Rr Pe Ee boas? sales during the week ended Sept. 975. 8 6 2 Vi 2 © @ @ 6.7% 
16. Me 
Federal Reserve Figures on Department Store Sales ince department sleres are yr 
light li durabl 
Wasuinaton, Sept. 25—Consum-| the same week was 337. Samet teommeunead| 20 
er buying in department stores) Normally, there are three buy-| outlets, the sales spurt assumes 
again is heavy. |ing peaks in the first six months| eyen ‘greater significance. The pleas 
~e ung the a ended ous 6,| of the year—the weeks preceding important question, however, is:| 325 ¢ 
purchases soared to an index fig-| Raster, Mother’s Day and Father’s| «yw; on hi ' 
ure of 369 (1935-39 equals 100),| Day. Mt“ seapthaaapeanlantiatiemen j prone 
17% above 1949 sales in the cor-| jp the record year of 1948, sales 300} ‘n AV, 
responding week. In 1948, when | in these three weeks reached the ae The Federal Reserve Board’s . fi he / / 
department store sales set all-| index figures of 331, 330 and 310,| jatest report shows that heaviest j w/ 
time records, the index figure for | respectively. Not until the Thanks-| consumer buying is concentrated| 975 / \ \ 
giving and Christmas buying sea-|in southern, southwestern and oe 8 
z = | Son was well under way did the) West Coast districts, just as it was \ a i f 
A A a tees Z| index approach the 369 figure,| immediately following the start} 9.9 f all 
= WN AN \\ MAMMA, = | which was reached in the week | of the Korean war. 2 / y ra 
Dhhers Fe ._= | ended Sept. 16 this year. The Atlanta district was up 36% aa 4 / 
Kp eentialives Numerous promotional sales| above last year’s volume in the 225 7 / “o PY f 
= | throughout the country and sea-| corresponding week. Sales in the VW / 
R - 
pease ppt yt hana sonal weather may be credited for| Dallas district were up 31% on ¥ q it ~ 
ENew york 1 e LONGACRE 4-6634= | SOme of the increase, but the an-| the year-to-year comparison and A — 
nouncement of resumption of! sales in the San Francisco area! 200 


’ Peat Ma = Pe er 7 me? RT Re % ET Bee pete ? babes arreres OP i a oe rey, ig oe were up 27%. 
; ; Midwestern districts recorded 
more moderate increases and the 
smallest gain of any area was the 
6% rise in the Philadelphia dis- 
trict. 

Buying was particularly heavy 


DEPARTMENT STORE 
- SALES INDEX =~ 


1935.37 EOU 


Week to Sept. 16, ’50*p369 
Week to Sept. 17, ’49*..315 
Week to Sept. 18, 48*..337 


Week to Sept. 9, ’50*..295 
Week to Sept. 10, ’49*..273 
Week to Sept. 11, 48*..285 


*Not adjusted seasonally. 
pPreliminary 


in three southern cities—Houston, 
Miami and San Antonio, which 
were up 46%, 45% and 42%, res- 
pectively. 


nn 


% Change from ‘49 


Week Ended 
Federal Reserve Sept. Sept. Sept. 
District and City 2 9 16 
UNITED STATES ......... 5 8 17 
Wh | Sestee 5 none o H ? 
w aven .. _ 
eee ere more peop e Boston hat 3 2 9 
Springfield .................. —1 —2 -8 
& e Providence  ...........0006 1 4 18 
listen daily to WMAQ new fore hiv” 2 
Newar' —-5 r3 10 
Buffalo —2 5 14 
* New York —3 —1 7 
than to any other station ay ia 8 
Syracuse 2 rill 15 
Philadelphia District .... ® rio 6 
So na a 
. evelan ‘s 
In the great, prosperous Midwest area blanketed by WMAQ, AMON eo 9 2 2 
. . . cinna oe 
over six million pay checks are earned each week ... more than Cleveland... 7 2 2 
a ‘olumbus 
10 per cent of the mation’s wages, a Nene Toledo + 8 
oe ae: 
e ° ege e sburg 
This vast area is the home of one out of every 10 families in Richmond District 3a 9 8 
>a . ° . . ashin EEE _— 
a the United States... owning one out of every 10 radios in the Baltimore... . 3 
ope . . . anta stric r r 
United States... and spending one out of every 10 dollars in the Birmingham 0 2 
e __ | 
United States. Atlanta... 1 124 2% 
— ae eebigntienen ~<a pe = 
. . . a: . . ASNVUIE —........ 
Dominating this thriving region — the nation’s number two Chicago District 9 % 18 
market —is WMAQ, delivering a daily audience not only larger Indianapolis 2 a 
. STFOLG eens 
than that of any other station, but larger than that of any other Milwaukee”. a Or 
ee ° ° St. Louis District .. 5 6 rl 19 
advertising medium . . . an audience of almost 1300 thousand R 2 8 2 
families. 4nim 
Minnea olis District sea s a a 
Remember WMAQ-— Master of the Lake Michigan States Minneapolis... no 5 
Market—when planning an advertising campaign. Contact 3 3 
. e 7 1 
WMAQ, Merchandise Mart, Chicago, or your nearest NBC Spot Denver 2 3 3 
. . . . er 
Sales Office now for assistance in planning a schedule that will Kansas City nw 9% 
. ° . OSEPN .......... 
mean greater sales of your product in a great market. = | /yfm ~“U tee Oklahoma City 13 18 
31 
i9 
1 
Sources: Daily Listening—BMB Study No 46 
2, 6-7 Days per Week; No. of Radios— & 
BMB Study No. 2 and Caldwell-Clements 31 
Publishing Co.; All Other Statistics — FH 
U. S. Bureau of Census. 13 
Sr 26 
~a™ sad ae 20 
WMA MASTER OF THE LAKE MICHIC‘N STATTS “*4OuET cues, 
; ; = al Signs ‘Cisco Kid’ 
- eS OSS 66 : ere uper Markets Inc., De- 
ae murchased the television 
‘Cisco Kid.” Aired over 
, Detroit, the 30-minute 
n each Thursday eve- 
e2 weeks. 
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‘Advertising Age delivers 
ideas which help sell goods’ 


Says ELLIS G. BISHOP, Advertising Manager, 
ROYAL TYPEWRITER COMPANY, 


“I find Advertising Age valuable because it delivers ideas 
which help sell goods. Its careful news coverage reveals 
what is working or has worked in advertising. We tear the 


sheet to pieces, filing carefully material which later can be 


put to work to help sell Royal Typewriters. A special 
word for the conviction and 


leadership of your editorials.” 


ELLIS G. BISHOP 


Mr. Bishop has been advertising and sales promo- 
tion manager of Royal Typewriter Company, Inc., 
since June, 1945. He started with Royal in 1929 as 
advertising assistant, following a year’s service as sales 
representative of Ketterlinus Lithograph Manufacturing Com- 
pany, of Philadelphia. In 1932 he became Portable District 
Representative of Royal's Portable Division. From March, 1942, 
to June, 1947, he was head of the Equipment and Supply Section, 
Office of Price Administration, Washington, D. C. A graduate of 
Swarthmore College, he was editor of its yearbook, football manager, 
lacrosse captain, Phi Beta Kappa. Organizations include: Association of 
National Advertisers, Inc.; director of Direct Mail Advertising Association; 
Advertising Club of New York; associate member of Distribution Council 
of National Advertisers. He lives in Cranford, N. J., is married, and 

has twin daughters (age 14) and a son (age 11). 
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CHECKING FACTS—W. B. Potter (right), director of advertising operations, Eastman 

Kodak Co., Rochester, looked over a list at the ANA meeting in Chicago last week 

with (left to right) Leonard Raymond, president of Dickie-Raymond Inc., Boston (a 

speaker on the program;) Jack Young, ANA guest, and Fred Bowes Jr., director 
of advertising and public relations, Pitney-Bowes Inc., Stamford, Conn. 


OlL ADMEN—Among the ANA members at the Chicago meeting were (left to 

right) Henry J. Archer Jr., advertising manager, Atlas Supply Co., Newark; Henry J. 

Coleman, advertising manager, Standard Oil Co. (Ohio), Cleveland; Francis H. Mar- 

ling, advertising manager, Pure Oil Co., Chicago, and E. F. Kalkhof, advertising 
manager, American Oil Co., Baltimore. 


TRIO—A. C. Ebbesen (left), advertising and sales promotion manager, William James- 

son & Co. division, Seagram Distillers Corp., New York, toasted Wesley |. Nunn 

(right), advertising manager, Standard Oil Co. (Indiana), Chicago, at the ANA 

gathering last week, with the approval of Walter H. Lowy, vice-president and 
advertising manager, Formfit Co., Chicago. 


FRIENDLY DEBATE—Participants in an informal discussion were (left center) Frederick 
L. Fisher, advertising and merchandising manager, Gooderham & Worts, Detroit, 
and (right center) Albert Brown, vice-president in charge of advertising and mer- 
chandising, Best Foods Inc., New York. On the left is Walter C. Houghton, adver- 
tising manager, Calvert Distillers Corp., New York, and at right is Seymour Mar- 
gules, advertising manager, Carstairs division, Calvert Distillers Corp. 
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OCTOGENARIAN—Metz B. Hayes (right), New England manager of True Story 
Women’s Group, is shown at the 80th birthday party given him at the Lotus Club, 
New York, by associates at Macfadden Publications. With Mr. Hayes, who has rep- 

ted Macfadden for 33 years in New England, are (usual order): Lew Russell of 
the True Story Women’s Group sales staff; Lee Andrews, advertising manager of 
Sport; O. J. Elder, president, and James L. Mitchell, advertising director, of Mac- 


TELLS STORY—This is the way Dickens 
Inc., Chicago package designer, handled 


GETS A HAND—Col. W. F. Rockwell, chairman of Rockwell 
Mfg. Co., is applauded by officers of the National Industrial 
Advertisers Assn. and Pittsburgh chapter following his talk at 
the September meeting of the Pittsburgh group. Left to right 


sits ea: 


err “Pe: 9 


TOURISTS—The San Diego Union and Evening Tribune, Copley 
newspapers, played host to 32 representatives of Los Angeles 
agencies in a tour of San Diego and the California Journalism 
Centennial Exposition. Hosts were James S. Copley, president, 


JONES ENTERTAINS—Ohio and Kentucky broadcasters attend- 
ing the National Assn. of Broadcasters’ district meeting in Cin- 
cinnati were entertained at a cocktail party given by Ralph H. 
Jones Co. at the close of the first day’s meetings. Left to right 
here are Chuck Allan, assistant ad manager, Kroger Co.; William 


the bonus quart in the new label for 
Superior Paint & Varnish Co. 


are Robert C. Myers; W. F. Weimer; Bennett S. Chapple Jr., 
assistant vice-president of U. S. Steel and president of the 
NIAA; A. R. Teifeld, president of the Pittsburgh chapter; Colonel 
Rockwell; C. N. Schmidt; and W. B. Montague. 


—~ ane a 


Union-Tribune Publishing Co.; William Shea, vice-president and 
general manager; Kenneth Flood, advertising manager; Nelson 
Roberts and R. S. Nicholson of West-Holliday Co.;. and Paula 
Kent, Union-Tribune promotion manager. 
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Sanning, advertising director of Kroger; Ann Smith, time buyer 
the Jones agency; Gilmore Nunn, head of Nunn Stations; 

. M. Robertson Jr., president of Jones; Kathyrn M. Hardig, as- 
stant radio and TV director at the Jones agency; and John 
McCormick, general manager of Station WTAM, Cleveland. 
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War Assets Covered 
bv Fair Trade Law, 
Appeal Court Rules 


San Francisco, Sept. 26—In a 
unanimous decision, upholding a 
ruling of the state superior court, 
the district court of appeal of Cal- 
ifornia has ruled that the rights 
sanctioned by fair trade laws ex- 
tend to the resale of war surplus 


trademarked commodities pur- 
chased from the War Assets Ad- 
ministration. 


The court also held that an in- 
junction to restrain further price- 
cutting with respect to fair trade 
commodities can be issued, as it 
was by the lower court, to cover 
a broad list of a plaintiff’s fair 
trade commodities, even though 
violation is proved on one only, 
whenever the threat of violations 
in the future “is indicated be- 
eause of their similarity or rela- 
tion to the unlawful acts found to 
have been committed.” 

Two years ago, Judge Thomas 
M. Foley of the superior court 
granted an injunction to restrain 
Benatar’s Cut Rate Stores here 
from further violation in their sale 
of Dr. Lyon’s tooth powder under 
the fair trade contract of Sterling 
Drug Inc. The drug company had 
instituted the action against Ben- 
atar’s to restrain the latter from 
selling the tooth powder at prices 
below the minimum resale prices 
stipulated in Sterling’s fair trade 
contracts in California. 


= Benatar’s claimed that the pow- 
der it was selling was war surplus 
merchandise and, therefore, did 
not come within the purview of 
the fair trade laws. 

The court held the defendant’s 
contentions without merit. “The 
question whether in the interest 
of an efficient and advantageous 
disposal of war surplus goods ex- 
emption from the state Fair Trade 
Act is desirable,” the court ruled, 
“belongs solely to the province of 
the legislature. It is not contended 
that any federal statute excludes 
the applicability.” 

The court ruled out the question 
of damaged or deteriorated goods 
because Benatar’s advertised the 
goods offered for sale “to be 100% 
in perfect condition.” 

On the issue that the injunction 
granted by the lower court was 
too broad in scope, the appeal 
court pointed out that “the scope 
of an injunction must depend upon 
the circumstances of each case... 
and in this case there can be no 
doubt of the acts enjoined and the 
existance of a threat of violations 
as to all.” 

“Finally,” the court said, “ap- 
pellant contends that respondent 
was not entitled to an injunction 
because respondent (Sterling) did 
not proceed diligently to prevent 
price cutting by others, and there- 
by waived its fair trade rights, 
which it cannot be allowed to en- 
force discriminatorily against ap- 
pellant only. 

“Contrary to this contention,” 
the appeal court said, the lower 
court had found Sterling “had 
diligently and impartially acted to 
stop, and has actually stopped, all 
violations of its rights under the 
Fair Trade Act.” 


Tecnifax Promotes Hamilton 

Larry K. Hamilton has been 
appointed vice-president in charge 
of sales of Tecnifax Corp., Holy- 
oke, Mass., manufacturer of 
Diazo reproduction materials and 
supplies. He was formerly mid- 
western regional sales manager 
for Tecnifax. 


Two Form N. Y. Agency 

Claire Bauman, formerly ac- 
count executive of Avedon-Gil- 
bert, and Selma Robinson, former 
advertising manager of Apex 


Specialty Products, have formed 
their own agency, Claire Adver- 
tising, at 95 Madison Ave., New 
York 16. 


Monsanto Promotes Three 


Felix N. Williams, vice-presi- 
dent and general manager of the 
plastics division of Monsanto 
Chemical Co., has been named co- 
ordinator of sales for the com- 
pany, with headquarters in St. 
Louis. Mr. Williams succeeds 
Francis J. Cutis, who has been 
made director of industrial pre- 
paredness, a new department with 
headquarters in Washington. F. 
A. Abbiati, assistant general man- 
ager of the plastics division in 
Springfield, Mass., has been ap- 
pointed to succeed Mr. Williams, 
effective Oct. 15. 


Reports on TV Viewing 

The Los Angeles Times Home 
Audit shows that daytime televi- 
sion viewing in Los Angeles al- 
most doubled between May and 


July. From January through May, 
the percentage of homes with sets 
that had them on between 12 noon 
and 6 p.m. remained fairly con- 
stant from a low of 9.0 to a high 
of 9.6. Findings for July were that 
18.7% of all sets were on during 
this daytime period. 


Crosley Boosts Smith, Stoup. 
Beck, Miersch and O’Brien 


Inwood Smith has been named 
to the newly created post of assist- 
ant general sales manager in charge 
of all products for the Crosley divi- 
sion of Avco Mfg. Corp., Cincin- 
nati. He had been manager of 
refrigeration since joining Crosley 
in 1945. Charles A. Stoup, in 
charge of Crosley’s kitchen equip- 
ment, has been appointed to suc- 
ceed Mr. Smith as manager of 
refrigeration. M. B. Beck, in charge 


of kitchen sales in the company’s 
Philadelphia regional office, has 
been named manager of kitchen 
equipment, succeeding Mr. Stoup. 
Donald F. Miersch has been ap- 
pointed manager of the electric 
range and water heater section. 
He had been regional manager of 
the southwest region for Crosley. 

William J. O’Brien, a branch 
manager of the St. Louis branch of 
Crosley Distributing Corp., has 
been appointed branch manager of 
the New York branch of the dis- 
tributing company. He succeeds 
Bert Cole, who has resigned. 


Wilder to Lewis & Gilman 


Robert G. Wilder, who formerly 
conducted his own public relations 
agency in Philadelphia, has joined 
the public relations staff of Lewis 
& Gilman, Philadelphia. 


Appoints Edwards Agency 

Edwards Advertising, Hacken- 
sack, N. J., has been appointed to 
handle the advertising of Instru- 
ment Specialties Co., Little Falls, 
N. J., manufacturer of micro-proc- 
essed beryllium copper springs. 
Business papers and direct mail 
will be used. 


CBS Appoints Hazard 


Eldon Hazard, a salesman with 
Columbia Broadcasting System, 
New York, since 1940, has been 
named assistant sales manager of 
the network’s sales department. 


KTTV Promotes Robeck 


Peter M. Robeck, an account 
executive of KTTV, Los Angeles, 
has been appointed assistant sales 
manager of the station. 


CINDUSTRIAL PUBLICATIONS, INC., CHICAGO 


practical builder ’s 0” %ts readers. And, in 


_ industry 


It is easy enough to fill a building 
magazine with pictures and plans. 
A publisher has to do something 
more. He has to be a living guide, a 
daily counselor, a practical solver 
of problems, to his readers. This 
explains the peculiar and priceless hold 


d prestige in its pages. In short: 
When you’re in PB, you’re in! 
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Walter Mack Leaves Pepsi After Ten 
Years; Coke’ Won't Soon Forget Him 


New York, Sept. 27—Walter S. 
Mack Jr., who is bowing out as 
chairman of the board of Pepsi- 
Cola Co., has had one of the mosi 
razzle-dazzle careers in modern 


business. 
In recent 
weeks he was 


frequently men- 
tioned as a pos 
sibility for the 
Republican can- 
didacy for mayor 
of New York. 
The 54-year-old 
business man was 
not the party’s 
choice, but it was 
he who sub- 
mitted the name 
of the selected 
Edward Corsi. 

Being in the news has become 
routine for the much-publicized 
Mr. Mack, whose resignation from 
Pepsi-Cola has been expected since 
he became board chairman this 
spring and Al'red N. Steele, an ex- 
Coca-Cola executive, moved into 
the president’s chair. 


W. S. Mack Jr. 


standard bearer, 


w Some stockholders in recent 
years reportedly have felt that Mr. 
Mack, under whose tenure Pepsi- 
Cola made spectacular gains to 
give Coca-Cola its only formidable 
opposition, has devoted too much 
time to extra-curricular activities. 
This feeling was intensified by a 
sharp decline in net sales, which 
plummeted from $56,453,218 in 
1947 to $46,637,240 in 1948. The 
downward trend continued last 
year when net sales of $45,630,574 
were reported. 

In 1939 Mr. Mack left Phoenix 
Securities Corp. to become “tem- 
porary” president of Pepsi-Cola. 
Gross profit on sales for the com- 
pany that year was $11,269,000; by 
1943 it had more than doubled, 
reaching $30,493,000. In 1946 the 
figure was $25,038,000. 


e Shortly after Mr. Mack’s ad- 
vent on the Pepsi scene, the now 
famous jingle was introduced. 
Through a saturation spot radio 
campaign, “Pepsi-Cola hits the 
spot” became an overnight adver- 
tising sensation and started a new 
trend in radio commercials. The 
company—Newell-Emmett was its 
agency at this time—also moved 
into network broadcasting. 
Seeking to upset staid Coca- 
Cola’s equilibrium, Pepsi stressed 
flamboyant promotion techniques. 
Sky-writers plastered Pepsi 
throughout the skies. Deserving 
young men and women were put 
through college through the soft 
drink manufacturer’s college- 
scholarship program. Pepsi’s an- 
nual painting contest publicized 
the brand in the Metropolitan 
Museum of Art circles. A weekly 
square dance program was initiat- 
ed at three park playgrounds in 
New York. Junior clubs for teen- 


agers were organized. 


es Whether these ae 
methods or the more routine) 
strategy of spending freely on the | 


hard-sell medium of spot radio and | 


Do You know that WMC 


newspaper advertising was re- 
sponsible, Coca-Cola did begin to 
feel Pepsi’s weight. 

In the early 1940’s Pepsi was 
out-selling Coke two to one in 
New York and besting it in Bos- 
ton, Philadelphia, Cleveland and 
Chicago. At about this time Coca- 
Cola brought suit against the up- 
start, charging trademark infringe- 
ment; Pepsi countered with a suit 
of its own against Coke for mo- 
nopolistic practices. An armistice 
was declared in the legal battle in 
1942 after Coke lost a test case in 
England. 

If Mr. Mack’s flair for super- 
promotion schemes contributed to 
his rise as an industry tycoon, it 
may also have had a share in his 
decline at Pepsi. In January, 1948, 
with much fanfare and a heavy 
advertising budget, he announced 


the “biggest contest ever to hit 
the United States,” in which $203,- 
725 worth of prizes were to be 
given away. The six-month com- 
petition required entrants to col- 
lect bottle tops and tell why “Pep- 
si-Cola hits the spot.” 


s Five months later, Newell-Em- 
mett, which had been with the 
company almost as long as Mr. 
Mack, lost the account to Biow Co. 
Advertising circles attributed the 
shift to Pepsi’s dissatisfaction with 
the “biggest contest ever to hit 
the U. S.” Ap- 
parently many 
people, baffled 
by the complex 
rules set up for 
the competition, 
also found it the 
most confusing. 
There will be 
no replacement 
to fill the post of 
board chairman 
Alfred Steele at the present. 
Mr. Steele, as 

president and chief officer, contin- 


ues to direct Pepsi’s activities. This 
week the company began its first 
TV program  series—a_ twice- 
weekly show starring Faye Emer- 
son (CBS-TV). Magazines, news- 
Papers and spot radio also are on 
the fall ad schedule, plugging the 
soft-drink with “more bounce to 
the ounce.” 


Magnavox Net Earnings Up 


Magnavox Co., Ft. Wayne, Ind., 
reports net earnings of $2,007,982 
for the fiscal year ended June 30, 
1950. For the preceding full fiscal 
year which ended Feb. 28, 1949, 
net earnings were $1,323,598. The 
sales volume reached the highest 
point in Magnavox history, being 
$31,716,630 as compared with $24,- 
— in the year ended Feb. 28, 
1949. 


Adclub Elects Fowler 


Gene Fowler, newly named ad- 
vertising manager for Archer- 
Daniels-Midland, Minneapolis, has 
been elected president of the Min- 
nesota Industrial Marketers, for- 
merly known as the Twin Cities 
Industrial Advertising Club. 
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Murray Appliances Starts 
First Consumer Campaign 


The home appliance division of 
Murray Corp. of America, Detroit, 
has launched its first consumer 
campaign on gas and electric 
ranges. Full-page ads started in 
the Sept. 16 Saturday Evening Post 
and will appear this month, No- 
vember and December in Ameri- 
can Home, Better Homes & Gar- 
dens, Good Housekeeping, House 
Beautiful, House & Garden and 
Ladies’ Home Journal. Cunning- 
ham & Walsh, New York, is the 
agency. 


Plans Magazine Exhibit 


American Institute of Graphic 
Arts will hold its first exhibition 
of contemporary American mag- 
azines at 115 E. 40th St., New York, 
Oct. 17-28, to illustrate the devel- 
opment of magazine design and 
production. 


MacKenzie Joins ‘Sunset’ 

Malcolm MacKenzie, formerly 
Philadelphia manager of Collier’s, 
has joined the new New York of- 
fice of Sunset as advertising sales 
representative. 
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HELP YOURSELF to 912 exciting awards 
$9700 in new “‘Cosmo-Quiz” contest based on 
Cosmopolitan’s Sept., Oct., and Nov. issues. 


pee: . — 
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WANT TO 


Fine aie ttle ES eth». 


YOU'RE ELIGIBLE, if you work for a national 
advertiser or an advertising agency—your wife 
and children are invited to participate, too. 


worth 


“> CADILLAC 


Oe are od 


rene : 


FIRST GRAND PRIZE 


Winner will receive a new 1951 Cadillac Convertible (illustration above shows 1950 model) on or about 
January 15, 1951, or as soon thereafter as manufacturer can make delivery under existing conditions. 


JUST ANSWER THESE 
15 QUESTIONS FROM 
OCT. COSMOPOLITAN! 


Page numbers in italics tell you where in Cosmopolitan you'll 
find the beginning of the feature on which the question is based. 


8. Pg. 48. In his war game, Major 
Merriam’s “atom bomb” was a: 
a. firecracker 
b. basketball 
9. Pg. 52. Gorgeous Gussie’s memo- 
rable tennis outfit was designed by: 
a. Philippe Washer 
b. Jinx Falkenburg 
McCrary 
10. Pg. 64. According to Harry Con- 
over, the weekly earnings of the average 
model are about: 
a. $50-100 
b. $100-150 


¢. balloon 
d. honeydew 


c. Gertrude A. Moran 
d. Col. Teddy Tinling 


ce. $150-200 
d. $200-250 


1. Pg. 40. In the slang of teen-age 
gangs, the “ace’”’ is the club’s: 


c. president 
d. war councilor 


a. bouncer 
b. secretary 
2. Pg. 42. When Henrv ate corn on 
the cob his: 
a. ears wiggled 
b. nose twitched 
3. Pg. 70. The chicleros brought 
to the Lacandons: 
a. jewels ¢. Mayan relics 
b. wampum d. the common cold 
4. Pg. 62. Craig got the scar under 
his lip from a: 
a. fight 
b. football 


c. forehead wrinkled 
d. eyes crossed 


c. hunting 
d. fall 


5. Pg. 72. According to the old Eng- 
lish saying about sleep—Nature re- 
quires five, Custom gives seven, Lazi- 
ness takes nine, and Wickedness: 


a. one c. ten 
b. three d. eleven 


6. Pg. 74. Long ago the American 
public acquired the notion that it can 
get all military answers from: 

a, AGO c. APO 
b. GHQ d. AMG 


7. Pg. 151. Winston Churchill decid- 
ed that the “ape strength” of Gibraltar 
should never fall below: 


a. six c. eighteen 
b. twelve d. twenty-four 


11. Pg. 58, MacGruder was a: 


a. dip ¢. rum runner 
b. jockey d. skip tracer 
12. Pg. 38. According to Michael 
Drury, men are as changeable as: 
a. timetables c. chameleons 
b. weather vanes d. leopards 
13. Pg. 34. After her hit opening in 
“Annie Get Your Gun” Ethel Merman’s 
first telephone call was to her: 
a. husband ¢. manager 
b. grocer d. maid 
14. Pg. 29. Miss Lynch discovered 
that Mr. Brown’s address was: 
a. 400 E. 57th St. c. 38 Sutton Place South 
b. 1035 Fifth Ave. d. 785 Madison Ave. 
15. Pg. 42. Mr. Barry said the first 
animal that walked on the earth was a: 
a. man ¢. scorpion 
b. pterodactyl d. iguana 
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Picn ‘Rice ‘n Gravy’ Push 


General Foods (Minute rice) 
and Wilson & Co. (B-V gravy) 
will push “rice ’n gravy” in eight 
mazazines during October and No- 
vember. General Foods will use 
four-color pages in Country Gen- 
tlenan, Good Housekeeping, 
Ladies’ Home Journal, Life and 
Woman’s Home Companion and a 
fractional page in This Week Mag- 
azine. B-V plans four-color pages 
in Good Housekeeping and Ladies’ 
Home Journal and two-color half- 
pages in Family Circle, Good 
Housekeeping and Woman’s Day. 
B-V also will use quarter-pages in 
more than 100 newspapers. 


Brown & Bigelow Loses Suit 


Federal Judge Dennis F. Dono- 
van has ruled in St. Paul in the 
case between Brown & Bigelow, 
St. Paul, and BB Pen Co., Holly- 
wood, Cal., that there was no in- 
fringement of the “BB” ball point 
trademark. Brown & Bigelow had 
charged BB Pen Co. with infring- 
ing on the “BB” lettering which 
the St. Paul concern carries on 
some of its ball point pen ad- 


me 


ee 


CBS HOLLYWOOD TV CENTER—Architect’s sketch of the initial unit in the projected 

CBS television city in Hollywood, which will include two studio buildings and a 

service building, approximating one-third of the ultimate studio space. Construction 

is slated to get under way some time in the late summer or fall of 1951. Pereira & 
Luckman is the architect. 


JWT Appoints Fairchild 

Benjamin Fairchild, formerly 
advertising and sales promotion 
manager of the Topical Oil Co., 
Bogota, Colombia, has joined the 
international department of J. 
Walter Thompson Co. He will 
leave shortly for the agency’s of- 
fice in Rio De Janeiro. 


Harben Names Epdegratf 
Harben Inc., Dallas, manufac- 
turer of metal specialty products, 
has named R. B. Epdegraff ad- 
vertising and sales promotion man- 


Acquires Meyer & Lange 

R. C. Williams & Co., New York, 
food products and equipment, has 
acquired Meyer & Lange, importer 
and distributor of fancy groceries. 
Plans are being prepared by the 
Williams’ agency, Alley & Rich- 
ards, New York, for additional 
advertising. 


Names Pacific National 
Western X-Ray Co., Seattle, has 
appointed Pacific National Adver- 
tising Agency, Seattle, to handle 
its advertising in Washington and 


vertising novelties (AA, Feb. 27).| ager. 


Public, Owners Air 
Views in Survey of 


Restaurant Business 


Cuicaco, Sept. 27—If restaurant 
owners are interested in increas- 
ing their business, they will have 
to offer patrons (1) better service, 
(2) a more pleasant atmosphere, 
(3) a wider range of choices on 
the menu, and (4) more adequate 
portions. 

These conditions were expressed 
by restaurant patrons queried in 
a recent survey of the Opinion Re- 
search Center, Princeton, N. J. The 
survey was made among both the 
general public and among restau- 
rant proprietors and managers, 
and was jointly sponsored by 
General Foods Corp. and the Na- 
tional Restaurant Assn. 

The majority of restaurant men 
interviewed (55%) reported that 
business was off this year, com- 
pared with last, while 22% said 
it was about the same and 6% 


northern Idaho. 


said it was better. 
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WANT TO WIN 
Two-Week Bermuda 
Vacation for Two? 


SECOND GRAND PRIZE 
Includes de luxe accommodations, New 
York to Hamilton and return, on Furness 
Line’s Queen of Bermuda; 9 days, with 
meals, at luxurious Princess Hotel; pri- 
vate car and driver for sightseeing. 


Frere Are The Contest Rules! 


WANT TO WIN 
New Zenith Television- 
Radio-Phono Combination 


A 14-kt. solid gold Ronson 


x“er 


ham, Oneida or Wallace). 
ww & 


——— he et SF ; 

THIRD GRAND PRIZE 
Brcakfront cabinet, with doors, in Chip- 
pendale period, finished in swirl mahogany. 
Huge 238 square inch television screen, 
Armstrong FM and standard broadcast 
radio, 3-way automatic record changer. 


Zenith Universal portable 
kw 


MONTHLY PRIZES 


For each of 3 months— 
September, October and November 


Ist MONTHLY AWARD 


lighter ($240.00 


value) or a Martin “60” outboard motor. 


2nd MONTHLY AWARD 
A 34-piece set of sterling silverware (Gor- 


3rd MONTHLY AWARD 


radio, 


PLUS 300 ADDITIONAL PRIZES 


for runners-up each month. 


12. It is expressly understood and agreed to 


1. Eligibility—anyone employed by a national 
advertiser*, or by an accredited advertising 
- ncy, is eligible to enter any one or all three 
this series of monthly contests, including the 
husband, wife or children of any person so 
employed. Employees and immediate families 
of employees of mopolitan, its advertising 
agency and Richard Manville Research are ex- 
cluded. *Any advertiser using one or more 
the following media: national consumer maga- 


izes in each monthly contest will be eligible 
or the Grand Prize awards at conclusion 

third and final monthly quiz. Only their prize- 
winning monthly entries will be considered in 
determining these awards. 
7. In case of ties, monthly and Grand Prize win- 
ners will be determined by neatness, originality, 
interest and aptness of thought expr in the 
25-word statement. In case of ties, again, dupli- 
cate prizes will be awarded to each of the tying 


by each contestant that in accord with above 
rules, neither Hearst Magazines, Inc., nor 
Richard Manville Research will incur any legal 
liability to nor be responsible to said contestant 
for any negligence, error, act or omission 
handling or judging contestant’s entry. 


ai eS eS eR met ae 
‘To: Cosmopolitan, P.O. Box 80 


zines, network radio and/or television; news- 
papers, billboards and/or radio and TV spots in 
5 or more cities in different states. 
2. Coupon in this ad constitutes official ‘““‘Cosmo- 
Quiz” entry blank. To enter contest, check on 
coupon correct answer to each quiz question. 
Then complete in 25 words or less the statement 
“I enjoyed Cosmopolitan use . Mail 
your filled out coupon to Cosmopolitan, ys oO. 
Box 80, Grand Central Station, N. Y. 17. 
3. Entries for each month’s contest enue be 
postmarked no later than midnight on the last 
day of the month of the issue of Cosmopolitan 
on which each quiz is based. Monthly prize 
winners will be notified within 30 days following 
closing date of each contest. Grand Prize win- 
ners will be notified within 45 days after closing 
date of final monthly contest, Nov. 30, 1950. 
4. Individual contestants will be limited to one 
entry in each monthly contest. All entries must 
be the original work of the contestants. 
5. Monthly prizes will be awarded on the basis 
of correct answers to quiz questions. 
6. Grand Prizes—winners of Ist, 2nd ahd 3rd 


HERE’S YOUR OFF 


Cross out on coupon at right one 
letter — {A}, [8], (¢) or (0) — correspond- 
ing to the one correct answer to 
each question. Be sure also to com- 
plete the 25-word statement. This 
entry must be in the mail on or be- 
fore midnight October 31. 


entries. 
8. Entries in each monthly ges uiz will be judged 
by Contest Div., Richard Manville Research, 


Grand Central Station, New York 17, N. Y. 
Here are my “‘Cosmo-Quiz” answers for Oct.: 


on onpescsume ts + G88 © 8B BB 
or! Ne 3 > HHH 
three prominent advertising executives, serving ” “4 

Py ty a 
Mieaie nscercnes - : ; - . 4 : - : ~ 
Ecieieser gee teagan, FT SSE 8 wae ee 
contestants, other than the three top winners a below in 25 words or less: 


in each monthly contest, will not be used in 
advertising without express consent in writing. 
10. This contest is subject to all Federal and 
local regulations. 


l enjoyed Cosmopolitan because 


(Print, please) 


11. After Grand Prize winners have been an- 
nounced, a list of all monthly winners will be 


mailed to entrants sending in fifteen cents in 
stamps to cover postage. 


ICIAL ENTRY BLANK 


Note to those competing as a spouse Nome 

or child (rule #1 above): enter your (Petes, glenn 

own name on line under “Firm” 

and use the coupon identification City. ( ) State. 
spaces for name, address, etc. of Firm Tele 


person whose business connection 
establishes your eligibility. 
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Television did not seem to be 
a major factor in the falling off 
of business. About one-fifth of TV 
set owners said they go out to 
dinner less often than before, but 
at present, the survey points out, 
this represents only about 4% of 
the total urban population. 

Three out of four restaurant 
men said they are working toward 
increasing their business. Most of 
the one-fourth who reported do- 
ing nothing to improve business 
were also among those who said 
business was worse this year than 
last. 


a Some of the things being done 
to stimulate business are: improv- 
ing menus, offering more variety 
and better food; remodeling the 
premises and adding entertain- 
ment, TV, etc.; and stimulating 
personnel to offer better service. 
In addition, about one-fifth of the 
owners are using advertising to 
increase business. 

As for the public, they seem to 
find more to praise than condemn 
about a restaurant meal. Asked if 
they could mention something 
pleasant or enjoyable about a re- 
cent meal, 89% were able to do 
so, while only 36% of those quer- 
ied were displeased with some as- 
pect of their most recent restau- 
rant meal. 

Most people didn’t complain 
about the cost of restaurant meals, 
the survey found, but this can be 
attributed partly to the fact that 
price level is usually a factor in 
choosing a place to eat, so the 
amount of the check is not usually 
a shock. 


@ The public regards the restau- 
rant business as a good one. 
Among those who said they had 
thought of going into business for 
themselves, restaurants were 
chosen most often, followed by 
drug stores, gas stations, grocery 
stores and bake shops. The main 
reason given: “It’s a profitable 
business.” 

But proprietors expressed the 
opinion that their business was less 
profitable than the ‘other four. 
Their biggest headache, a majority 
reported, is hiring, training and 
keeping good employes—and 
keeping them happy is the hardest 
job of all. 


Imperial Uses Newspapers 


Hiram Walker Inc., Detroit, dur- 
ing the next four months will use 
more than 400 daily newspapers to 
promote Imperial whisky. The ads 
will appear weekly and two-color 
ads will be used in many markets. 
This schedule augments ads which 
will appear in magazines, on post- 
ers, painted bulletins and car 
cards. Foote, Cone & Belding, Chi- 
cago, handles the Imperial adver- 
tising. 


Trane Elects Two V. P.s 


Trane Co., La Crosse, Wis., man- 
ufacturer of air conditioning, heat- 
ing and ventilating equipment, has 
elected Miles L. Erickson, with the 
company’s eastern manufacturing 
division convector plant, Scranton, 
Pa., and Tkomas Hancock, in 
charge of company sales, as vice- 
presidents of the company. 


‘Poultryman’ Names Popick 

Bernard Popick has been named 
advertising manager of Poultry- 
man, Vineland, N. J. 


Did Profitable Hobbies 
PAY FOR YOU? 


The answer is“Yes” IF 
you were among the 200 
mail order advertisers 
who ran keyed copy in 
July Profitable Hobbies. 

It’s high time you dis- 
covered this profit pro- 
ducing mail order mag- 
azine! 100,000 ABC! 
Write for sample copy 


PROFITABLE HOBBIES 


728 Hobbies Bullding, Kansas City 16, Me. 


quiries ever 
received from 
any magazine.”’ 

Frank Linker 
’ Pennsylvania 
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ANA Study Shows Ad 
Volume Will Stay Up 


(Continued from Page 1) 
year than last. Among companies 
making industrial products, house- 
hold equipment and appliances, 
textiles and apparel, and services 
and miscellaneous, 56% are adver- 
tising at a higher rate than last 
year. 

The smallest percentage of com- 
panies increasing their 1950 bud- 
gets over 1949 was in the consumer 
package goods group, but even 
here 48% reported 1950 budgets 
larger than those of 1949. 

The average amount of the 1950 
increase is “typically between 10% 
and 15% for each of the industry 
groups,” the report said. 


s Other highlights of the report: 
A large majority of the members 

(70%) plan no marked changes 

in their proportionate use of var- 


ious media during 1951. TV was 
indicated most frequently as the 
reason for a change, where a 
change is planned, while only 20% 
of the companies indicated that 
the Korean war would affect their 
choice of media. 

Thirty-two companies (mostly 
in the consumer package goods 
field) expect to increase TV ex- 
penditures next year; none plans 
a cut in this medium. “It appears,” 
said the report, “that the use of 
network radio and car cards will 
be curtailed, and that increased 
expenditures will be made in spot 
radio, magazines, outdoor and 
newspapers. The contrast between 
network and spot radio is espe- 
cially marked, with the score for 
networks being two increases as 
against six decreases, and for spot, 


ten increases compared with three 
decreases.” 


ws Over half those replying said 
the Korean War had no effect 
on their advertising and selling 
plans as yet; more than one-third 
have shifted their promotional 
emphasis without any curtailment; 
and only 6% have reduced pro- 
motional efforts on this account. 

“Expectations for next year, 
however, are considerably dif- 
ferent,” the report notes. “The 
members who believe the war will 
have no effect on their plans drop 
from more than half the total in 
1950 to about one-quarter in 1951. 
Almost half the companies, as 
compared with one-third in 1950, 
anticipate the necessity of a shift 
in emphasis during 1951. The num- 
ber expecting to curtail their plans 
rises to 26% in 1951 as against 6% 
in 1950.” 


es I.. the industrial field, three out 
of four expect product shortages 
in the last quarter this year; in the 
consumer package goods classifi- 
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Attic “black figure” 
Kylix about 550 B.C. 
8% inches diameter 


Today, as in the past... 

excellence is the direct result of skill, knowledge and 
integrity of purpose. Wherever such standards are con- 
sistently applied ... in a Greek vase or in modern 
printing plates ...the results speak for themselves. 
These basic standards, practically applied to photo- 
engraving by Jahn and Ollier, are the foundation for 
a reputation for plates that get printing results. Printers 
consistently find that J & O plates are truly trouble free 
... that they are a vital key to higher standards of 
printing and more certain customer satisfaction. Why 
not let Jahn and Ollier’s standard of excellence start 


working for you . . . today? 


ENGRAVING COMPANY 


817 West Washington Blud. « Chicago 7, Illinois * MOnroe 6-7080 


JATIN SOLER 


Percentage of Sales Appropriated for 
Advertising by 109 Companies 
Advertising Expen- 
ditures As Percentages 
Number of of Sales-Median 
Industry 1950 1949 
Drugs & Cosmetics 9 24% 24% 
Soft Drinks 2 16% 16% 
Home Furnishings 10 5% 5% 
Miscellaneous 6 5% 5% 
Office Equipment 3 3.2% 2% 
Food & Groceries 9 3.2% 3% 
Textiles & Apparel 14 3% 3% 
Automotive 5 3% 2.5% 
Electrical Appliances 5 3% 3% 
Building Materials 9 2% 1.5% 
Alcoholic Beverages 5 2% 2% 
Agricultural Equipment 2 1.6% 2.3% 
Industrial 17 1% 1% 
Paper Manufacturers 6 1% 1% 
Chemical Manufacturers 3 1% 1% 
Petroleum 4 1% 1% 
— —From Assn. of National Advertisers’ survey of 
members. 
INCREASE NO CHANGE DECREASE 
56% 
544 
404 
3h 
| ot A. 
1950 1962 1950 1951 1950 1951 


APPROPRIATIONS—Percentage of companies expecting to increase, maintain or 
decrease their advertising appropriations 1950 vs 1949 and 1951 vs 1950. Based 
on replies to an Assn. of National Advertisers’ member survey from 141 companies. 


NO EFFECT SHIFT IN EMPHASIS CURTAILMENT 
58% aga igs 
48t 
364 
£4, 
NOW 1951 NOW 1951 NOW 1951 


EFFECT OF WAR—Here are the figures from the ANA survey of members’ plans (123 
replying) to a query on the effect of the Korean war on advertising and selling plans. 


HIGHER SAME LOWER 
634 
554 
324 
244, 
134 | 13% 
1950 1951 1950 1951 1950 1951 
last Last Last 
Quarter Quarter Quarter 


THE PROFIT PICTURE—Percentage of companies expecting higher, same or lower 
profit rate, compared to previous period, as indicated by 104 replies to the ANA 
questionnaire. Profits are stated as a percentage of sales before taxes. 
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164, 
634 
5éL 
434 42h at 
1a | 
HEAVY AUTOMOTIVE HOUSE- SERVICES TEXTIIZ CONSUMER TOTAL 
( INDUS- (8) a a (NON ALL 
TRIAL EQUIP. \ DURABLE) GROUPS 
Goops @APPLI- (7) (12) Goops (136) 
(41). -. (52) 
16 


THE SHORTAGE STORIES—To the ANA‘s query about whether they expect product 
shortages during the last quarter of 1950, 136 companies replied as shown by this 
chart. 


cation, only one in eight expects 
such shortages. As far as 1951 is 
concerned, more than one-third 
reported they did not know what 
to expect; about one-third antici- 
pate such shortages, and 28% look 
for no shortages. 

One of every three companies 
expects its percentage profits be- 
fore taxes to be higher in the last 
quarter of 1950 than in the pre- 
ceding period. More than half see 
no change in their rate of profit, 
while only one in eight predicts 
a decline. 


a “In spite of the war and its im- 
plications for business,” says the 
report, “the survey makes it clear 
that advertisers are continuing to 
make their operating decisions on 
the basis of the ‘job to be done’— 
which in many cases is the main- 
tenance or improvement of their 
current market positions. 

“Although a certain amount of 
shifting in themes and media is 
planned, most of the changes are 
dictated by competitive conditions 
and increased consumer demand 
rather than by large government 
purchases. This is borne out by the 
fact that more than two thirds of 
the members expect less than 5% 
of their 1951 output to be con- 
signed to the government.” 


La Rosa Schedules 
Newspaper Campaign 


V. La Rosa & Sons, Brooklyn, 
maker of macaroni products dis- 
tributed primarily in the North- 
east, will launch a newspaper 
campaign consisting of one or 
more 400-line ads per week for 
26 weeks, starting Oct. 4, in more 
than 50 newspapers. 

In addition, the company will 
continue sponsorship of its radio 
shows—“La Rosa Hollywood Thea- 
ter of Stars,” a five-a-week half- 
hour dramatic show, and “Red 
Rose Radio Theater,” daily Italian 
language half-hour drama show. 
Monthly magazines also are used. 
La Rosa’s general advertising is 
handled by Kiesewetter, Wetterau 
& Baker, New York, and its Italian 
language advertising by Luotto 
Advertising Agency. 


Perfex Signs TV Contracts 


Perfex Mfg. Co., Shenandoah, 
Ia, maker of Perfex cleaner, 
GlossTex plastic starch, Shina 
Dish and Dexol powdered bleach, 
has signed 52-week television con- 
tracts. Five-minute films will be 
used on WGN-TV and WBKB, 
Chicago; WOC-TV, Davenport; 
WTCN-TV, Minneapolis; KSD-TV, 
St. Louis, and KMTV, Omaha. 
Daily features will be carried on 
Ruth Lyons’ “Morning Matinee” 
and Jim Fair’s “Girls Will Be 
Girls’ on WLW-T, Cincinnati, 
WLW-D, Dayton, and WLW-C, 
Columbus. In addition, 26 AM sta- 
tions carry the daily feature, 
Edith Hansen’s Kitchen Club, and 
five AM stations carry the Perfex 
Pals program daily. Buchanan- 
Thomas Advertising Co., Omaha, 
ls the agency. 


Locker Associations Merge 


Frozen Food Locker Institute 
and National Frozen Food Locker 
.. Chicago, have merged to 
form National Frozen Food Locker 
Institute. The new group will be 
composed of locker operators, 
manufacturers, suppliers, contrac- 


tors, wholesale paper jobbers and 
frozen food packers in U. S. and 
Canada. Affairs of the new or- 
ganization will be carried on in 
Chicago by the present executive 
secretary of the NFFLA, S. T. 
Warrington, who will serve until 
a permanent appointment is made. 


Worst Is Still to 
Come, Secretary 


Sawyer Warns 


Cuicaco, Sept. 27—Bluntly, Sec- 
retary of Commerce Charles Saw- 
yer told the closing luncheon of the 
Assn. of National Advertisers here 
today that the period of peace and 


ANA Meeting 


prosperity since the end of World 
War II is over for the time being, 
and there is no use pretending 
otherwise. 

“Regardless of the outcome of 
the battle in Korea,” he said, “we 
have embarked upon a program 
which will put critical strains upon 
our domestic economy. Serious 
shortages, heavy taxes, and prob- 
lems of inflation will tax our in- 
genuity and self-control and 
strength to the utmost; and this 
will go on for years.” 

“Those who think that the end 


of the present emergency will re- 
lieve us of concern for the future 
are victims of self-delusion,” he 
added. “Those who fear that the 
imposition of controls will rob us 
of our liberties are poor appraisers 
of the quality of liberty, or lack 
of it, which will be forced upon 
us if we fail in this undertaking of 
self-discipline.” 


as The most menacing problem 
facing the country is that of in- 
flation, Secretary Sawyer said, and 
added: “One sound device for com- 
batting inflation is taxation, and 
it is highly desirable to pay as we 
go in this great effort in which we 
are now engaged. We can there- 
fore look forward to heavy and 
continued tax burdens—all of us.” 

Although the country’s problems 
of “mobilizing for defense” should 
be greatly eased by the state of the 
economy, he said, it is still im- 
portant to realize that we are 
faced, and will continue to be 
faced, “with many grim problems. 
We already have shortages of crit- 
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ical materials, and there is no rea- 
son to believe these shortages will 
be relieved in the near future. In 
fact, there is every reason to be- 
lieve that many of them will 
grow.” 


Ormes Joins Oliver 

Merrill D. Ormes, formerly me- 
dia director of the Kaiser com- 
panies, Oakland, Cal., has joined 
the merchandising department of 
Oliver Corp., South Bend, Ind., 
farm and industrial machinery. 


Sells Newspaper Interest 

Ralph E. Johnston has sold his 
partnership interest in the Report- 
er-Herald, Loveland, Colo., to his 
partners, Harley E. Holden and 
John E. Holden. 


QUALITY...SPEED...ECONOMY 


7ée AMERICAN LABEL CO. 


Just 


plain 
horse 
sense 


“City Limits” boundaries are 
as out of date as the buggy this 


horse used to pull. Any modern 
metropolis includes all the people within 
driving distance. What stops it is the influence 
of another metropolis. 

Now look at St. Louis! There isn’t 
another metropolis within 240 miles 
... creating one big “super city” 

newly named “St. Louillmo” because 
it takes in Metropolitan St. Louis 
and 86 city-conscious counties 
in Eastern Missouri, and 


Southern Illinois. 


“City circulation” won’t cover it! 
You need the whopping, 

powerful St. Louillmo coverage 

of the GLOBE-DEMOCRAT! 


St. Louillmo | 
_ (MODERN ST. LOUIS) 


A Metropolis of 287 thriving 
communities in the heart of the Great 


To Hawaii or Alaska we gladly concede’ the name 
“49th State.” Since 1921 the Globe-Democrat has used 
the “49th State” to describe this market area; but 


ye wac ore 
Oe ow — 

*ome® tas 

wanes 


¢ RANK i” 


today the true St. Louis market is no longer a “state’” 
...it’s a bustling big “‘city’’ . . . it’s St. Louillmo! 


St.Louis — : 
he-@Memocrat 


... Largest Daily Circulation and the only newspaper 
that conclusively covers St. 
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Marlin Cheesecake 
50 Years Ago Was 
Thought-Provoking 


New Haven, Sept. 27—Marlin 
Firearms Co., now celebrating its 
80th anniversary, is marking the 
occasion with publication of a 
special brochure depicting the his- 
tory of the company since its ear- 
liest days. 

Among the most interesting fea- 
tures of this brochure is a series 


of photographs showing Marlin ad- 
vertising at the turn of the cen- 
| tury. Hoop-skirted ladies with a 
bewitching eye engagingly point 
out the fine qualities of Marlin 
gunware. 

Looking at these photographs, 
it’s apparent that back in 1900 ad- 
vertisers already appreciated the 
/pulling power of cheesecake, al- 
| though the present-day reader may 
| have some doubts as to what con- 
stituted cheesecake—even in those 
pristine days. 

One ad (see cut) 


shows a 


If you make any of these products — 


Lubrication Engineering 


can seli them for you « 


343 S$. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


WRITE FOR FACTS 


7 page (ataleg, 
Hlastrations. cobamdl cov 
oe bey det Kemington, 
fot 3 ramps 

MARLIN 
FIRE ARMS CO. 
New Haven, Conn. 


SEX APPEAL—Around the turn of the century, these ads played 


- 


RTL RS PETER 


Advertising Age, October 2! 195¢ 


good cheesecake in those days, although some men may have 


a big part in Marlin Firearms’ campaigns. This was considered had a few misgivings concerning such well-armed damsels. 


plumed lass haughtily facing a| one hand she grasps a Marlin Re-| a bulls-eye target with a clean hole 


group of gentlemen sportsmen. In| p 


Here wis, 


‘OLS LIKELIEST PROFIT-PRODUCER 


for manufacturers of new-home products! 


hres why 


UNLIKE government-curbed mass housing, the rich custom-built 
market is heading for an upswing in 51—and Home Owners’ 
Catalogs sells this quality market like no other medium does. 


UNLIKE mass “shelter group” publications, Home Owners’ Cata- 
logs selectively sells this selective market by distributing your 
sales literature to known consumer prospects only — families 


who are impelled to buy. 


UNLIKE the function of mass advertising, consumer catalog dis- 
tribution via Home Owners’ Catalogs provides detailed buying 
information which influences buying decisions made by speci- 


fic, verified, dominant buying factors. 


UNLIKE any other printed means you can name, Home Owners’ 
Catalogs is the most effective, most economical distributor of 
consumer sales literature to the greatest number of qualified 


home-planners. 


UNLIKE any other year in its history, Home Owners’ Catalogs is now 
serving more national accounts than ever before .. . distribut- 
ing more consumer catalogs than ever before (over 2,500,000) 
... binding bigger books than ever before (over 398 pages). 


UNLIKE all other merchandising aids offered by consumer publica- 
tions and services, the Home Owners’ Catalogs merchandising 
package is a proven sales-maker with plenty of dealer-level 


impact. 


UNLIKE s0 many other consumer media, there’ll be no rate increase 
for a 51 Home Owners’ Catalogs program—Standard Rate and 


Data Service tells the full story. 


ACT NOW! HIRE HOME OWNERS’ CATALOGS FOR ’51! 


YOU'LL LIKE WHAT IT DOES TO YOUR SALES! 


RARE SALES OPPORTUNITY . - - 
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eater and with the other flaunts| through the center. Yes sir, those 


modern women sure could take 
care of themselves! 


a The Marlin company began as 
a small shop in this city, run by 
John M. Marlin, who learned his 
trade as a Colt gunmaker. Today 
Marlin boasts an ever-expanding 
plant covering acres and employ- 
ing 800 workers. 

Marlin has never let its title 
cramp its field of production. At 
various times in its history, the 
corporation has manufactured au- 
to wagons, shoehorn-buttonhooks, 
hand traps, decoy anchors, hand- 
cuffs, hunting vests, and all sorts 
of sportsmen’s accessories. 

In 1936 the company entered the 
razor blade field and is one of the 
industry’s leaders today, with a 
plant in Newark, N. J., as well as 
at the home office. 


s Marlin prospered under, John 
Marlin and his oldest son, Mahlon, 
who assumed the presidency in 
1901. At the outbreak of World 
War I the company was sold to a 
new corporation established to 
make machine guns for the allies. 
After the war an unsuccessful reor- 
ganization effort led to bankruptcy 
and the firm was sold to Frank 
Kenna for $100—and a $100,000 
mortgage. 

Kenna picked up where the Mar- 
lins had left off and the company 
started on the upgrade a second 
time. Upon Kenna’s death in 1947, 
his son Roger assumed the presi- 
dency. 

No special advertising campaign 
in connection with the anniversary 
is planned, according to Duane 
Jones Co., New York, the Marlin 
agency, other than the brochure, 
edited by Gilbert Kenna. It may 
be obtained by addressing the 
“Marlin Gunzette” at 79 Willow 
St., New Haven. 


Scott Agency Changes Name 

Allen, McRae & Bealer Inc. has 
been adopted as the corporate 
name of the former Robert H. 
Scott Inc., Atlanta. There will be 
no change in the general policies 
or address of the agency, L. A. 
(Dean) Allen, president, told AA. 
Other officers are Floyd W. Mc- 
Rae Jr., vice-president, and Mrs. 
Evelyn’ V. Martin,  secretary- 
treasurer. Alex W. Bealer III, now 
on active duty with the U. S. 
Marine Corps, is a stockholder and 
director. 


Adds Wallis to Company Name 

Rehbock-Hollinger Advertising 
Inc., New York, is now known as 
Rehbock, Hollinger & Wallis Inc. 
Harold Wallis has been art direc- 
tor and a vice-president for more 
than a year. Corporate structure 
is not affected in any manner by 
a change. Sig Rehbock is pres- 
ident. 


Gateway Names Johnson V. P. 

Lars Johnson, formerly an ac- 
count executive at Ruthrauff & 
Ryan, Seattle, has been named 
vice-president of Gateway Print- 
ing Co., Seattle. 
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The Creative Wan Corner 
Those remarkable soap people and their advertising agen- 
cies have, by degrees, eliminated practically all the physical 
labor involved in getting dishes clean. The Corner has al- 
ready reviewed the earlier phases of the process. This week 
he presents the final two steps—both of them taken, as an 
item of interest, from This Week Magazine. 
Procter & Gamble, as can be seen, has gone 10% beyond 
Colgate. Colgate, so far, ends only 90% of dishwashing 
work—Dreft has become “self-washing” and does away with 
100% of it. Procter & Gamble explains that this amazing 
performance is due to Dreft’s new “Floataway action.” Un- 
doubtedly, however, the increasing efficacy of the various 
soap powders and detergents has come about as the result | 
of continued injections of “competitive claims.” 
Word reached The Corner, just before publication, that 
GE, Westinghouse and other manufacturers of automatic 
h 
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mt “| interesti d timely,” 
ota DISHES FOR YOU n every way...interesting and timely, 
the 
the SAVES WASHING... SAVES WIPING SsayS Dorothy Gill (Mary Hale Martin) a 
na : etiets 
| on SAVES SCOURING ’ es 
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4 i ame Libby, McNeill & Libb 
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“a SeETSe on the food page of The New York Times 
any 
ond 
947, 
esi- “Today’s homemakers know they can rely on their newspaper 
VEW SELF - WASHING ° P 
‘ign hehe - food columns for real menu planning help,” says Dorothy Gill. 
ary ° P 
—- puilecssiey tienes veer -smmmddiins “Not only does Jane Nickerson of The New York Times cover 
rlin : 
ure, dishwashers are seeking an injunction in order to keep from the general food outlook—she does an excellent job of present- 
nay being put completely out of business. This, of course, may : * * * 
me sass ince ouaman: tak anahiitie: aiap'taie sade aaa aie tae ing the latest developments in food manufacturing. In addi- 
low understand the impossibility of selling a heavy mechanical i j ; ; ; 
gadget costing hundreds of dollars against a mere package “ she ast woes the kind of recipes, menu ideas, and 
of powder, costing pennies, that accomplishes the same end. uving tips they want. In everv way. Miss Nickerso i 
e This move will avail the electrical companies naught, how- y i a y , y ays n writes 
has ever. For the Corner understands that all three of the big an interesting and timely food service feature.” 
rate soap companies, as well as the advertising agencies they 
H. employ, are now working on a detergent that, when thrown , s 
be into the air, will clear the table, scrape the dishes, do away Thousands of women turn regu larly to the daily food page 
cies with the garbage, shake the tablecloth—out of doors—and i 66 j i 
Ze stack all the chinaware neatly away, hanging the gleaming, of The New York Times for the recipes, menu ideas, and 
. sparkling cups on hooks as it does this. As a matter of fact, buving tips they want.”’ And provide better f i 
me so brilliantly clean do the dishes and glassware become that y > B P y P be te nal their hungry 
res electrical illumination is no longer necessary. families because they do. They also provide an eager audience 
10W As a result, short of hiring the same advertising agencies " ‘ P 
that dream up these ads for the soap companies, the big for the food advertiser hungry for more food sales in the big- 
and electrical giants are going to have to reconcile themselves ° ° 
to a slow but inevitable death. Either that or they will be } | buying New York market, where The New York Times has 
forced to hire paranoiacs, now doing time in padded cells, oe ° ’ 
me to write even more imaginative advertising for them than been the advertising leader since today 8 homemaker Ss were 
sin, th ry i i ise. s s 
— e€ soap e-mpanies can possibly devise little girls. 
Inc. 
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ore | Delozier Promoted Western Stove Appoints Two ‘ 7 as Fa a a 
ure George Delozier has been ap-| George A. Schlatter has been ot vlna eps eels evens pialts-te se 
by § pointed special advertising manag-| named director of merchandising, 
res- § er of the Washington Post, under} and John F. Hennessey, sales pro- 
Donald M. Bernard, advertising di-| motion manager of Western Stove 
rector. Formerly in charge of real} Co., Culver City, Cal. Mr. Schlat- 
P, estate display advertising, he as-| ter was formerly director of sales 
ac- § Sumes, in addition, church and| and service training for American 
¢ & § School classifications, and special| Stove Co. Mr. Hennessey had been 
ned § 38Signments. He joined the Post| director of public relations of 
int- § im 1935. Western Stove since 1948. 
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your best buy! 


“RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That's all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. .. . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


a 


Information for Advertisers 


No. 3750. Impact of Outdoor Poster 
Advertising. 

Data on coverage, repetition and 
impact provided by poster adver- 
tising is contained in a 26-page 
study offered by General Outdoor 
Advertising Co. This study, made 
in Cedar Rapids, Ia., by the Traffic 
Audit Bureau, is based on daily 
diaries kept by 638 residents of 
Linn County for 30 consecutive 
days. Numerous charts and tables 
are given to substantiate the sur- 
vey. 


No. 3751. Market for Diesels and 
Accessories. 

The 1950-51 market for diesels, 
parts and accessories is presented 
in this market and media data file 
offered to advertisers and agencies 
by Diesel Progress. Following the 
NIAA outline, it presents factual 
data on the various industries that 
use diesel equipment, with a 
breakdown of. the publication’s 
coverage of each group. 


Ne. 3752. Georgia and the South 
Atlantic Empire Market. 

The growth story of Georgia 
and the states making up the South 
Atlantic Empire is told in this large 
folder “A New Concept in Sales 
Geography,” offered by the Atlan- 
ta Journal and the Atlanta Con- 
stitution. Reproduced are several 
pages of newspaper clippings tell- 
ing of the expansion of new and 
old businesses, new factories, sales 
reports and home construction in 
Georgia and the states served by 
these two newspapers. 


No. 3753. The Automotive Service 
Industry. 

Market and media data for the 
automotive service industry is 
presented in this new portfolio of- 
fered by Automotive Digest. Pre- 
pared after the pattern of the 
NIAA outline, it gives factual in- 
formation on the automotive main- 
tenance industry, background of 
the publication, its editorial con- 


tent, as well as advertising rates 
and mechanical specifications. 


No. 3754. Market For Tractors and 
Farm Equipment. 

A summary of county data by 
states as to the number of tractors, 
passenger cars and motor trucks on 
farms, as well as cash farm income, 
is covered in this reprint from Im- 
plement & Tractor’s 13th annual 
statistical number. It also gives 
the number of farms in this coun- 
try, their size and other facts per- 
tinent to sellers of farm equipment 
and supplies. Several pages offer 
market information on the pro- 
duction. and sales of various kinds 
of farm equipment. 


No. 3755. The Fresh Fruit and Veg- 
etable Industry. 

Market and media data are pre- 
sented in this new brochure of- 
fered by The Packer. It contains 
up-to-date information on _ the 
products and size of the market, in- 
dustry associations, readership and 
facts about the publication and 
its services. 


No. 3756. Analysis of Radio Listen- 
ing in Colorado and Wyoming. 
Facts about Station KOA, Den- 
ver, and its coverage of the mil- 
lion-and-a-half people in Colorado 
and Wyoming are reported in this 
study prepared by National Broad- 
casting Co. It contains market data, 
as well as statistics, charts and 
maps on radio audiences in these 
two states. 


No. 3721. Crop and Insect Spray- 
ing Survey. 

Use of chemicals for killing 
weeds and for insect control is re- 
ported in this survey conducted by 
Wallaces’ Farmer and Iowa Home- 
stead among its Iowa farm sub- 
scribers. Ownership of equipment 
and plans to buy and use chemicals 
and for what purpose are re- 
ported. 


Note: Inquiries for the items listed above will not be serviced beyond Nov. 13. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


NAME TITLE 
COMPANY 
ADDRESS 

STATE 


___—«xHELP_ WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 

14 E. Jackson Blvd. Chicago 4, Ill. 

ADVERTISING SALES AND 

PROMOTION MANAGER 
Needed by successful 57-year-old national 
weekly business paper with headquarters 
office in midwestern city. This executive 
will work closely with general manager. 
Should have good background in publish- 
ing and advertising. Send resume and 
salary expectations. 
Box 3351, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


RESEARCH DIRECTOR...........00c0000+ $6,000 
Advertising Agency 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St. HA 17-2063 Chicago 4 


DETAIL MAN—Publisher has opening for 
young promotion-minded college grad- 
uate to handle subscription fulfillment 
detail, production of direct mail cam- 
paigns, etc. Give age, education, experi- 
ence, salary required. Address 

Box 3371, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


HARRISON PERSONNEL SERVICE 
Established 1915 
Sales Executives—Advertising—Sales Pro- 
motion—Editorial. Ask for M. B. Muench 
20 W. Jackson Blvd. Chicago 4 
GIRL WANTED 
Attractive girl with an advertising or 
graphic arts background—able to take 
dictation—sales minded personality—abil- 
ity to talk to top management executives 
—age between 25 and to start anytime 
within the next month. 
Box 3374, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


ASSISTANT 
ADVERTISING MANAGER 
Farm publication looking for experienced 
space salesman who is ready for manage- 
rial work. Agricultural college education 
preferred, One-third time travel in mid- 
west selling space, two-thirds time in 
home office organizing promotion, produc- 

tion, and merchandising. 
Write giving complete personal history, 
salary expected, date available for em- 
ployment to 

Box 3375, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Advtg—Sales Prom-Food.... 
Advtg—Sales Prom-Industl.. 


Sales Prom—Advtg-Magazin 500 

Market Research—Agency Ex ,000 

Copywriters—Industrial ........... 200 
SHAY AGENCIE 

30 W. Washington St. Chicago 2, Ill. 


ARTIST WANTED 
With at least 5 years experience must be 
able to render final art for Industrial 
Accounts. Permanent position. Send Sam- 
ples and letter to Jay H. Maish Company, 
Marion, Ohio. 


POSITIONS WANTED 


Attention: Buyers & Sellers of Printing 
Employed offset estimator looking for op- 
portunity. Capable of handling job from 
layout to finished display, booklet, or 
what-have-you. 
Black and white or Multi-color. Not a 
combination printing and advertising gen- 
ius—just a slow, methodical worker. 

x , ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Do you want West Coast Sales? 
Real producer available. Excellent adver- 
tising and sales record. Good photogra- 
pher,“public speaker. Can finance brok- 
erage or straight commission deal. 

Box 3384, ADVERTISING AGE 

200 E. [Illinois St., Chicago 11, Ill. 


SALES 
MANAGER 
WANTED 


Successful, young Southern 
California company, market- 
ing nationally, requires sales 
manager with proved organ- 
izational ability. Man is prob- 
ably now employed, but 
wants chance to grow with 
congenial, aggressive. com- 
pany, good product. Must 
have well-rounded experience 
in merchandising and selling 
through distributors and 
dealers to consumer. Funda- 
mental knowledge of lubrica- 
tion is desirable. Write to 
Mr. Brown, Room 600, 6363 
Wilshire Blvd., Los Angeles, 
giving full details of past ex- 
perience, business and per- 
sonal history. 


POSITIONS WANTED 


ADVERTISING & SALES PROMOTION 
man now employed seeks change. 25 year 
background of Newspaper advertising, 
dealer, jobber and factory rep., interested 
in New York Market. 

Box . ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Bales with enviable past 


Sales Executive 
achievement in sales field seeks traveling 
position for state of Ohio. Either commis- 
sion contract or salary and commission 
agreeable. Gilt edge references for moral 
and business history available. 

Box 3386, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVTG. OR SALES? 

I am young asst. sales Mgr. industrial 
concern. Have both advtg. and sales ex- 
perience. Time has come for me to de- 
cide which road I'll take... Advtg. or 
sales. For $6-8,000 I'll make you a top 
notch sales manager or asst. advtg. man- 
ager. My future is up to you. Desire 
change from Middlewest. Write for de- 
tailed particulars. 

Box , ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AGENCY ACCT. EXEC. SEEKS FUTURE 
as well as present. Can plan & execute 
hard-hitting campaigns on all levels for 
all media. Small agency training enables 
me to “double in brass”. Vet. Any agency 


for $5,200 up. 
Box 3388, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
WANTED-POSITION 
with mfg. who is intent on keeping up to 
date on his packaging problems from an 
appearance and functional point of view. 
3 yrs. as studio ptnr. Research minded. 
x 3389, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING and SALES 
PROMOTION EXECUTIVE 
Heavy on major appliances. Thoroughly 
experienced in magazine, direct mail, 
point-of-purchase literature and display. 
Familiar with preparation and adminis- 
tration of administration budgets, sched- 
ules, sales training and sales contests. 
Outstanding public speaker. 
Box 3390, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FOOD OR PKG. GOODS ADV. EXEC. 
California. With agency or mfgr. Has top 
N. Y. C. & Chicago agency experience. 
Most exceptional record marketing new 
products. Heavy on merchandising. 42— 
married—draft exempt. $10,000—$12,000. 

Box 3391, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


CREATIVE YOUNG 
ADVERTISING MGR, OR ASST. 

. Mgr. mid-west power co. 2 years. 
Simple, zestful copy for space, radio, 
direct. Crisp lay-out, both visuals and 
comps. Univ. of Mo. journ. grad. Not 
afraid of detail, but strong on ideas 

th sharp selling edge. Veteran. 


3392, ADVERTISING AGE 
___ 200 E. Illinois St., Chicago 11, Ill. 
“I'M THE BEST AGENCY PRODUCTION 
GIRL IN THE CITY OF CHICAGO AND 
I CAN PROVE IT...” 
20 years production experience with ma- 
jor engravers, national accounts and ad 
agencies. Haven’t missed a deadline yet. 
Know thoroughly acc’t. exec. responsibil- 
ities, contact problems and facts of life 
in all phases of art, copy, traffic. No 
prima donna. Strictly a realist. Simple 
requirements: all I want is a good pro- 
duction job with a good agency. Fast, 
tough, accurate, reliable. Finest refer- 
ences from people you know. N. Y. agcy 
closing Chi. office puts me at liberty. 
Let’s not play peek-a-boo; in blind ads. 
It’s me personally, you’re dealing with. 
Fite!’ Seeg 

tz: er 
Write today, 444 Roslyn Place, Chicago. 
I’m looking for action. ~ 


REPRESENTATIVES AVAILABLE 
Established Advertising Representative 
available for territory east of Chicago 
and west of Pittsburgh. This district is 
unusually productive, but it demands 
consistent and alert sales attention. Ef- 
fective performance can be furnished for 
a substantial publisher of a reliable trade 
journal, consumer magazine, or prominent 
business paper. 

Box 3383, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WANTED—Advertising Manager 


Nationally known Midwestern in- 
dustrial corporation manufacturing 
and selling widely diversified line 
of products and services seeks man 
thirty-five years of age or under for 
pt tog manager. Position re- 
quires ful ———— of all phases 
of industrial adver including 
mechanical production. Engineering 
background preferred. Send com- 
arog details covering family his- 
ry, education, advertising experi- 
ence and positions held, mil 
status, salary range, and photograph. 
Do not send samples. cellent op- 
qeaeey- All replies confidential. 


Box 7706, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Top Flight Merchandising and 
Advertising Gal—New Yorker looking 
for permanent Chicago opening 
14 years’ experience in all creative 

ases, with emphasis on successful 
ideas and copy, in merchandising and 
ya ata covering food, soap, fashions, 
footwear, infants’ wear, toys, tires, auto- 
motive accessories. 12 years in manage- 
ment capacity directing creative staffs 
of A-| companies. Not temperamental. 

Box 7708, ADVERTISING AGE 

200 E. Illinois St. Chicago II, Ill. 
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Pabco Adopts Line 
of 54 Decorator 


Tones for Paints 


San FrRANcIsco, Sept. 27—A var- 
iety of 54 decorator tones under 
the name “California Originals” 
has been devised by the Paraffine 
Companies Inc. here to merchan- 
dise its Pabco paints. 

Intermix formulas are extremely 
simple, according to the manufac- 
turer, and require the blending of 
only two base colors. The sim- 
plicity of*the system permits mix- 
ing by the consumer and avoids 
the nuisance of intermixing at 
the point of sale. 

To help the dealer merchandise 
the new system, Pabco has devel- 
oped a display unit which demon- 
strates each of the 54 colors against 
a black satin masonite background. 
Large color segments are mounted 
on a stationary ring about 2’ in 
diameter. 

An adjacent ring, slightly small- 
er, duplicates these colors in re- 
verse arrangement. This ring is 
rotatable and allows the customer 
to select harmonizing colors. 

A third and smaller stationary 
ring contains 12 base “California 
Originals” colors, plus 32 supple- 
mentary colors in flat finish only. 

Pabco advertising is directed by 
Brisacher, Wheeler & Staff. 


Buys Interest in Walker 


Russell K. Crenshaw, formerly 
with Hill & Knowlton, has pur- 
chased a half interest in John B. 
Walker & Associates, New York, 
specialist in sales promotion and 
public relations. The concern, lo- 
cated at 60 E. 42nd St., will hence- 
forth be known as Walker & Cren- 
shaw Inc. Announcement was al- 
so made of the opening of an of- 
fice at 1025 Connecticut Ave., N. 
W., Washington. 


Appoints Blowitz-Maskel 


California Apparel Creators, Los 
Angeles, has appointed Blowitz- 
Maskel Public Relations Office, 
Hollywood, to handle an expand- 
ed national public relations pro- 
gram. Now planned are the Palm 
Spring Roundup, Oct. 29-Nov. 1, 
and Market Week, Jan. 7-10, 1951. 


Agencies with 10 
to 40 Employees 


Would you like to exchange figures and 
compare methods with non-competitive 
advertising agencies in your volume class? 
We are a group of agencies located from 
coast to coast who help each other in 
many ways, frequently acting as branch 
offices for each other in addition to ex- 
changing information. If interested you 
are cordially invited to write Box 17704. 
No gbli of course. Advertising Age, 
200 E. St., Chicago 11, Ill, 


Two Copywriters 


Caeege newspaper needs two seasoned 
copywriters — one to write promotion of 
classified advertising; the other to write 
promotion of editorial contents. These 
are rmanent jobs. Pay and advance- 
ment depend on ability and initiative. 
Send resume of education, experience and 
salary requirements. 
Box 7705, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


TOP RESEARCH MAN AVAILABLE 
Extensive experience in all phases of research 
—media, copy, product testing, general con- 
sumer. Background includes study supervision, 
proposal and report writing, client contact, 
sample and questionnaire design and prepara- 
tion esearch material for promotion. 
Masfer's Déyree. Box 7702, ADVERTISING AGE, 
Il E. 47th St., New York 17, N. Y. 


SALES PROMOTION—— 
ADVERTISING MANAGER 


Alert 32-year-old retail ad executive, with 
successful record as manager of 3 of 
country’s top department stores, seeks 
change. Ideal as ad manager manufactur- 
ing concern rs handia 


> or 
executive of advertising agency, partner 
growing agency. Highest references. 
Presently ad manager blue-ribbon store. 
Box '7703, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Do You Want New York Accounts? 


Successful sales team with office at 270 
Park Avenue now active with graphic 
arts service to advertising agencies and 
national firms desires allied line as 
broker or factory representatives. 

Box 7707, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
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Advertising Age, October 2, 1950 


READY—The key to hospitality hangs on 

the new Christmas carton for Old Fitz- 

gerald, product of Stitzel-Weller Distill- 
ery, Louisville. 


Farm Publications 
Up for 8 Months 


Cuicaco, Sept. 27—Dollar ad- 
vertising volume of farm publica- 
tions for the first eight months this 
year is ahead of volume for the 
same months last year, according 
to Farm Publication Reports Inc. 

The report for January-August 
shows that total advertising vol- 
ume of 40 publications covered 
was $30,359,133 through August 
this year, compared with $29,795,- 
270 for the same period of 1949. 
This is an increase of nearly 2%. 

Individual publication figures 
reported by the cooperative ad 
measurement organization are as 
follows: 


ADVERTISING RUN IN FARM PUBLICATIONS 
Publication 1950 1949 


Capper’s Farmer ...... 1,859,158 $1,800,171 
Country Gentleman ..... .708,182 5,948,902 
Farm Journal ......... 5,423,912 5,317,399 
Successful Farming .... 2,436,425 2,381,604 
Progressive Farmer .... 2,714,670 2,384,992 
*Farm & Ranch-Southern 

Agriculturist ....... 1,415,246 
*Southern Agriculturist . . 1,105,517 
American Fruit Grower .. 245,873 212,124 
American Poultry Journal 865 473,285 
Better Farming Methods . 105,193 82,171 
Breeders’ Gazette ..... 119,142 128,1 
Hoard’s Dairyman ..... 555,245 492,618 
Poultry Tribune ...... 613,372 571,692 
American Agriculturist . . 273,678 237,904 
Michigan Farmer ...... 341,805 333,793 
New England Homestead . 211,914 217,200 
—C—lUc el o—>=>Ee>ee 415,210 403,271 
Pennsylvania Farmer ... 318,277 304,635 
Rural New Yorker .... 472,461 387,610 
New Jersey Farm & 

NS 70,477 61,435 
*Farm & Ranch ...... 379,279 
Farmer-Stockman ...... 424,998 333,758 
Kentucky Farmer ...... 126,389 111,790 
The Southern Planter .. 302,527 2,882 
Dakota Farmer ....... 346,007 370,854 
Kansas Farmer ....... 237,993 232,804 
Missouri Ruralist ...... 182,487 179,291 
Nebraska Farmer ...... 431,355 450,708 
Prairie Farmer ....... 962,145 977,884 

ORS $13,936 883,850 
Wallaces’ Farmer & Iowa 

Homestead ......... 872,002 866,232 
Wisconsin Agriculturist & 

i ce dnetee 6 60 é 483,937 512,642 
California Farmer ..... 451,753 256 
Colorado Rancher & 

UOT aa 46,715 41,611 
Montana Farmer- 

tks deeb bes 113,602 115,558 
Utah Farmer ......... 46,202 48,070 
Idaho Farmer ........ 89,876 97,292 
Oregon Farmer ........ 122,301 130,930 
Washington Farmer .... 194,126 205,582 
Western Farm Life .... 301,677 283,482 


*Farm & Ranch and Southern Agriculturist, pub- 
lished separately last year, are now published as 
a single publication. 


Chevrolet Signs TV Series 


Chevrolet Dealers of Southern 
California will co-sponsor, .with 
Hoffman Radio Corp., Los Ange- 
les, telecasts of 11 home football 
games of University of Southern 
California and University of Cali- 
fornia at Los Angeles. Chevrolet 
dealers are reportedly participat- 
ing on a fixed-fee basis. Hoffman’s 
agreement with the Pacific Coast 
Conference calls for a guaranteed 
gate, with the company bound to 
make up the difference if at- 
tendance is off. 


Manufacturers Elect Haas 


Walter A. Haas Jr., of Levi 
Strauss & Co., San Francisco, has 
been elected president of the Man- 
ufacturers & Wholesalers Assn. of 
San Francisco. Other officers are: 
David Gaines, of Gaines & Co., 
Vice-president, and Leslie Spel- 
man, of Koret of California, treas- 
urer. 


Lucky Strike Ads 
Invite Collegians 
to Submit Jingles 


New York, Sept. 28—American 
Tobacco Co. is using four columns 
by 140-line ads in 275 college 
newspapers to invite students to 
write four-line “happy-go-lucky” 
jingles praising Lucky Strike cig- 
arets. Each acceptable jingle will 
net the author $25. 

Some of the winning efforts will 
appear in the nine inserts planned 
for the college publications. Stu- 
dents may submit as many as they 
like, but each should depict a 
“campus situation.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


Names Jerome Brookman 
Jerome J. Brookman has been 
named eastern representative of 
Production Equipment, with offices 
at 299 Madison Ave., New York. 


Dairy Group Plans Drive 


Dairy Farmers of Canada has 
collected from members across the 
Dominion $275,000 which will be 
used for a national campaign to 
promote the consumption of milk. 
Members of the association were 
asked to donate 1¢ for each pound 
of butterfat produced. Two agen- 
cies will direct the promotion. E. 
W. Reynolds Ltd., Toronto, will 
direct merchandising and media. 
The agricultural side of the cam- 
paign will be handled by Cock- 
field, Brown & Co., Toronto. 


L. A. TV Set Sales Rise 


The television committee of the 
Los Angeles Chamber of Com- 
merce reports that August was the 
third heaviest month on record 
for television set sales in Southern 
California, with purchase of 50,- 
472 sets, boosting the total in the 
area to 693,369. The figures, com- 
piled from sales reports totaled 
by the Electric League of Los 
Angeles, show that August sales 
were 9.2% over the July total of 
46,224 sets sold. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


Wout wis bee eee 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages 
even under bright over-head lights. Fool-proof, 
long life, sensibly priced. A “Natural” for point- 
of-sale promotion—in dealer display rooms, retail 
store departments, trade shows, etc. Synchronized 
sound attachment at nominal added cost. 


Write for 
Circular A-10 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blvd., Chicago 4, Ill. 
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PERSONALITIES OF the entertainment world who 
perform their specialties before the TV cameras 
on Lucky Strike's "This Is Show Business" get 
hilarious "advice" from a panel of wits— 
George S. Kaufman, Clifton Fadiman, Abe Burrows 


—and equally famous guests. 


The show is seen 


Sundays on the CBS TV network, and on other 
nights over non-network television stations. 


WHEN A MIDDLEWEIGHT fails to flatten a Mono Cup, 
it makes a striking picture and proves that the 
cup is just as strong as the maker says it is. 
This Continental Can Company advertisement 
attracted wide comment when it appeared in Time 


and Business Week. 


It was written up in the 


"Copy Chasers" column of Industrial Management. 
The headline was acclaimed a "stopper" by Tide. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 
BUFFALO + PITTSBURGH + 
* SAN FRANCISCO 


NEW YORK + BOSTON * 
CHICAGO * MINNEAPOLIS 


CLEVELAND + DETROIT 
* HOLLYWOOD + LOS ANGELES 


IT 
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SURVEY RESULTS show that 46% of all people in 
New York City remember having seen this series 
of Con Edison ads. They have been running about 
a year. Of those who have seen the ads, 85% 
think Con Edison is trying to do a good job. Of 
those who have not seen the ads, only 75% think 
Con Edison is on the ball. Advertising can 
influence public opinion! 


SINCE 


1931 


SETH THOMAS Clock Company is one of fifty clients 
this agency has served for fifteen years or more. 
BBDO began preparing advertising for "the finest 
name in clocks" in 1931. Currently, Seth Thomas 
advertising is appearing in home and general 
consumer magazines, marine and music publications; 
as well as in trade publications in the 
electrical appliance, jewelry and marine fields. 
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Represented Nationally by NBC Spot Sales 


A GENERAL ELECTRIC STATION 


Serving Albany, Troy, Schenectady, and the Great Northeast 


FIRST 


FIRST 


'1—BMB, 1950 

1—Ffall, Winter Hooper Survey, 1950 

3—Ruben H. Donnelly Corp. 

*—General Electric Opinion Study 
Division, 1950 


IN LISTENERSHIP-WGY has 37% more day- 
time audience and 45% more nighttime audience 
than a combination of the ten top-rated radio stations 


in its area.' 


IN COVERAGE—WGY and only WGY can 
cover 16 metropolitan markets with one radio sta- 
tion. WGY reaches 1,247,000? potential listeners 


with over one billion dollars in retail sales. 


IN LISTENER IMPACT—WRGB received 
103,577 contest entries during eleven programs for 
one sponsor establishing this contest as one of the 


greatest ever held. 


IN COVERAGE-WRGB is now offering tele- 
vision service to more than 300,000 viewers in three 
states—New York, Vermont and Massachusetts—with 


an established 86% set tune-in nightly. 


Represented Nationally by NBC Spot Sales 


Advertising Age, October 2, '1950 


Along the Media Path 


e Behind the recent decision to 
change the name of Foreign Serv- 
ice to The V. F. W. Magazine, ef- 
fective Jan. 1, 1951, was the dis- 
covery that “the public in gen- 
eral finds it difficult to identify 
the title Foreign Service with the 
Veterans of Foreign Wars.” 

Barney Yanofsky, editor of the 
publication since 1926, said that 
“we were very reluctant to aban- 
don the name of a magazine that 
had become so well known in 
veterans’ and advertising circles 
after 37 years.” 

But he added that, “in 1946, 
when our circulation passed the 
1,000,000-mark, we discovered that 
national advertisers were being 
denied quick access [to specifica- 
tions and facts on the publication] 
simply because they failed to as- 
sociate the name Foreign Service 
with the Veterans of Foreign 
Wars.” Members approved the 
new name, The V. F. W. Magazine, 
at the recent national encamp- 
ment in Chicago. 


e After a year of planning and six 
months of work, the Standard- 
Times, New Bedford, Mass., on 
Sept. 10 celebrated its 100th anni- 
versary with a nine-section special 
edition. 

The special issue opened a Cen- 
tennial Week celebration in New 
Bedford, which featured a motor- 
boat regatta, street dances, boxing 
exhibitions, parades, fireworks and 
the burial of a time capsule con- 
taining a copy of the special edi- 
tion and other material designed 
to portray the city today. 


e An elaborate brochure on “How 
to Sell Ideas in Washington, D.C.” 
has been published by the Wash- 
ington Post. The presentation con- 
tains reprints of advertisements 
carried by the paper on labor dis- 
putes, business and governmental 
problems, foreign affairs, etc. 
Readership data also is included 
in the brochure. 


e@ On Sept. 19, the Record, Greens- 
boro, N. C., published a special 
television section, replete with 
manufacturers’ ads and editorial 
material on the medium. 


e Mutual Broadcasting System has 
issued a book on “Mister Plus,” 
the trade character featured in 
network ads, The book, containing 
reprints of the series, is based on 
the theme, “the difference is Mu- 
tual,” and cites audience data, 
number of stations, costs, etc. 


e Video Station WTVJ, Miami, 
and AM Station WBRD, Ft. Laud- 
erdale, have worked out a plan 
for cooperative promotion of each 
other’s programming. WBRD is on 
the air from sunrise to sunset and 
WTVJ operates from noon until 
midnight. 

The radio station plugs the 
nightly TV program lineup before 
it signs off, and the video outlet 
runs slide cards and audio copy 
before its midnight sign-off, re- 
minding viewers to tune in WBRD 
for early morning radio programs. 
The television station is particu- 
larly pleased with the arrange- 
ment, because none of the local 
papers carry its program schedule. 


e The October issue of McCall’s 
carries an article by John Crosby 
on the necessity for educators to 
awaken to the possibilities of tele- 
vision in a hurry, if they hope 
to make it “the greatest education- 
al tool ever devised by man.” 
Mr. Crosby mentions the hear- 
ings which the FCC will hold this 
fall on a proposal of the U. S. De- 
partment of Education to set aside 


25% of the TV frequencies for ed- 


ucators. “Arrayed against this pro- 
posal,” he says, “will be the almost 
solid ranks of the $2 billion com- 
mercial television industry, which 
wants these valuable frequencies,” 
but adds, “The greatest foe is not 
the greed of commercial television, 
but the apathy of educators them- 
selves.” 


e The October issue of Today’s 
Woman, largest ever published, 
includes 192 pages, plus covers. 
The issue carries 32,806 lines of 
advertising, a 64% increase over 
October, 1949. 


e@ A $191,870 expansion program 
has been undertaken by the 
Forum, Fargo, N. D. The new 
building addition will house a new 
96-page Goss perfecting press and 
will provide an additional 14,300 
square feet for mechanical, editor- 
ial and circulation departments. 


e Stations WFIL and WFIL-TV 
on Sept. 15 launched their second 
annual “Silly Willie” traffic safety 
campaign. Silly Willie, the cartoon 
character who does everything 
wrong, is featured in all newspa- 
per ads, car cards, window dis- 
plays, package stuffers, radio and 
TV spots and outdoor posters used 
in the drive. Budget for the two- 
month promotion, held in coop- 
eration with the Philadelphia 
Highway Traffic Board and other 
civic agencies, will exceed $250,- 
000. 


e Story of the “South Atlantic 
Empire,” the Atlanta Constitution 
and Journal’s term for their mar- 
ket area, is told through newspa- 
per headlines and clippings in the 
new 16-page brochure, “A New 
Concept in Sales Geography.” 


e Crowell-Collier Publishing Co. © 


has published a new booklet which 


contains results of a recent study © 


comparing newspaper and maga- 
zine penetration 
areas surrounding typical retail 
stores. 


e “If Time had but one subscriber 
family, these are the papers you 
might expect to find in its safe 


deposit box,” says the magazine | 


in introducing its latest promo- 
tion device. 

The pocket-size, safe-deposit- 
box portfolio prepared by Time in- 
cludes a “deed,” “bank book,” and 
simulated stocks and bonds, in- 
surance policies, business cards, 
organization membership cards, 
diplomas, etc. Each separate pa- 
per carries data on the number of 
Time subscribers who might be 
expected to have such a document 
in their safe deposit boxes. 

Included is an abbreviated anal- 
ysis of Time subscriber families, 
recently completed by Dun & 
Bradstreet. Copies of the complete 
report are available. 


e@ Coronet will raise its circulation 
guarantee to 2,450,000, beginning 
with the March, 1951, issue. For 
the first half of 1950, circulation 
averaged 2,662,613, a new record. 
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BOTH. SIDES—Trommer’s has just about 
doubled distribution of its coasters by 


' printing words and music of old barber 


shop quartet numbers on backs of the 

coasters. Tavern patrons are said to be 

collecting whole sets of the “singing 
coasters.” 


Col. John Maclean, 
Leading Canadian 
Publisher, Dies 


TORONTO, Sept. 26—Lt. Col. John 
Bayne Maclean, publisher of Mac- 
lean’s Magazine, Financial Post 
and many other publications, died 
yesterday at his home here. He 
would have been 88 years old to- 
day. 

Founder and chairman of the 
board of Maclean-Hunter Publish- 
ing Co., Toronto, his company pro- 
duces four magazines in Canada 
and 29 Canadian business and 
technical publications. It also pub- 
lishes four business papers in the 
U.S., and the British Printer, tech- 
nical paper in the British printing 
field. 

Starting his career (after teen- 
age military service) as a reporter 
on the old Toronto Globe and 
World, he founded the publishing 
house in 1887, together with his 
brother, the late Hugh C. Maclean, 
who in 1898 founded his own com- 
pany, Hugh C. Maclean Publica- 
tions, also of Toronto. 

Canadian Grocer, the first trade 
journal of the young company, is 
still flourishing and a new four- 
acre plant of Maclean-Hunter Pub- 
lishing Co. here now accommo- 
dates the printing operations. 

Lt. Col. Maclean is survived by 
Andrew D. Maclean, a nephew, 
who is head of the Hugh C. Mac- 
lean Co., and by two grand-neph- 
ews, Hugh and Ian Maclean. 


W. E. SCHWEIKART 


Detroit, Sept. 27—William E. 
Schweikart, 46, vice-president and 
account executive of Campbell- 
Ewald Co., died of a heart attack 
yesterday at his office in the Gen- 
eral Motors Bldg. 

A native Detroiter, Mr. Schwei- 
kart had been in the advertis- 
ing business since he was gradu- 
ated from the University of De- 
troit in 1927. He joined Campbell- 
Ewald in 1934. 


S. O. METCALF 

PROVIDENCE, Sept. 28—Stephen 
Olney Metcalf, 93, president of the 
Providence Journal Co. from 1905 
to 1941, and one of Rhode Island’s 
leading textile manufacturers, died 
here yesterday. 

In 1878 he was graduated from 
Brown University, and two years 
later joined his father in the fam- 
ily’s textile business, the Wan- 
skuck Co. In the years that fol- 
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lowed he was responsible for ef- 
fecting the merger of a number of 
other textile plants with Wan- 
skuck. 

In 1890, he became a director of 
the Providence Journal Co., which 
publishes the Providence Journal, 
Evening Bulletin and Sunday 
Journal. 

In 1905, Mr. Metcalf was elected 
president of the company and 
served in that capacity until his 
retirement in 1941. 

He was director of a number of 
companies in the insurance, bank- 
ing and transportation fields and 
was active in philanthrophy. 


CLAYTON PENHALE 

New York, Sept. 28—Clayton A. 
Penhale, 66, retired president of 
Standard & Poor’s Corp., publisher 
of financial services and statistics, 
died at his home in Summit, N. J., 


Sept. 26. 


Born in Albuquerque, N. M., he 
came to New York as a young man 
and joined the editorial staff of 
The Annalist, economic weekly 
published by the New York Times. 


In 1917 he became financial and 
business-news editor of the New 
York Tribune. 

Three years later, Mr. Penhale 
was named vice-president of 
Standard Statistics Co., and be- 
came president in 1940. The fol- 
lowing year, when Standard was 
merged with Poor Publishing Co., 
Mr. Penhale was elected president 
of the new organization. He retired 
in 1946. 


WARREN L. BASSETT 

New York, Sept. 26—Warren L. 
Bassett, 52, a former executive 
editor of ADVERTISING AGE, and be- 
fore that managing editor of Editor 
& Publisher, died Sept. 22 of can- 
cer, after a long illness. 

Born in Eagle Grove, Ia., he 
was graduated from the Univer- 
sity of Iowa in 1921 and imme- 
diately started on a newspaper 
career. After working as a re- 
porter for the Des Moines Register 
he joined the Associated Press as 
Iowa state editor. In 1923, he 
joined the staff of Editor & Pub- 
lisher, becoming successively news 


editor and managing editor, hold- 
ing the latter position from 1936 to 
1942, when he resigned to join the 
Office of War Information. 

After a year as assistant director 
of the features section of OWT’s 
overseas division, Mr. Bassett be- 
came executive editor of ADVER- 
TISING AGE and directed the New 
York editorial staff. 

Later he was associated with 
Maxon Inc., and with Selvage & 
Lee, in public relations work, be- 
fore ill health forced his retire- 
ment. 


SAMUEL C. COLLIER 

New York, Sept. 26—Samuel 
C. Collier, 38, former vice-presi- 
dent of the New York Subway 
Advertising Co., an associate of 
the Collier Corp. and son of the 
late Barron G. Collier, well-known 
advertising executive, was killed 
Sept. 23 in an automobile race at 
Watkins Glen, N. Y., when his car 
overturned during the third In- 
ternational Grand Prix sporting 
car races. Mr. Collier had been 
a racing car driver for 15 years. 
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Since World War II, he had 
been associated with the Collier 
Corp., Everglades, Fla. which 
operates the Boca Grande Hotel 
and Gasparilla Inn, Boca Grande, 
Fla., as well as large holdings in 
Florida oil, cattle and farming 
enterprises. 


DON L. JOHNSON 

New York, Sept. 27—Don L. 
Johnson, 48, sales manager of the 
grocery products division, Ameri- 
can Maize-Products Co., died Sept. 
24 of a cerebral hemorrhage. Born 
in Rochester, N. Y., he spent his 
early life on the West Coast, and 
was with B. T. Babbitt Inc. for 
14 years before joining American 
Maize-Products Co. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1926 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


“What about 
Advertising 
Insurance?” 


Account Exec: Advertising insurance? 
That's a new one on me, Jim. 


Media Man: Well, 
never heard it called by that name. But here’s 


how it works: 


Russ, maybe you've 


We run ads that create prospects for the 
client’s product... get them all set to buy. 
But do most prospects know WHERE the 
client’s dealers are located in their com- 
munity? You can bet they will if the client 
uses Trade Mark Service in the ‘yellow 
pages’ of telephone directories. 


Account Exec: Oh, I’m beginning to see... 


Media Man: Sure. The client simply dis- 
plays his trade-mark or brand name in the 
‘yellow. pages’ over a list of his local dealers. 
Then you see to it that a line that reads some- 
thing like “Look in the ‘yellow pages’ for 
one of our local dealers,” appears in the ads. 
Get the tie-in? Prospects get real BUYING 
information. Instead of wandering around... 
falling for a substitute maybe...they make a 
bee line for one of the client’s dealers. That's 
advertising insurance. 


Account Exec: Say, you've really got some- 


thing. I’m going to include Trade Mark Ser- 


vice in our presentation. And, Jim, do you 
mind if I borrow that phrase “advertising 


insurance?” 
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For further information, call your local “—_— business office or see the latest issue of Standard Rate ond Data 
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Drug Topics’ 
Study Suggests 
Retail Trends 


Report Shows Relation 
Between Drug Sales and 
Total Civilian Spending 


New York, Sept. 27—Drug Top- 
ics published a detailed report on 
the relationship of drug store sales 
to total civilian spending in its 
Sept. 25 issue, 


= BE perenne a 
THE LETTER SHOP, Inc 


Chicago 5.i Minos 


431 S. Dearborn St 


The Drug Topics article includes 
a breakdown of all drug store sales 
by products for the three years, 
1947, 1948 and 1949, permitting 
tentative analyses of trends. 

‘Among the trends suggested by 
data in the comprehensive study 
are the following: 


s 1. There will be an increase in 
drug store sales during the war 
days ahead. 

2. During the past three years, 
American consumers have steadily 
increased their expenditures for all 
types of medical care, especially 
for hospitalization and physicians’ 
services. 

3. Drug stores in 1949 dispensed 
61.03% of the total pharmaceu- 
ticals and medicines sold to the 
public, as compared with 62.13% 
in 1948 and 62.03% in 1947. 

4. Hospitals and doctors together 
dispensed 25.22% of the total phar- 
maceuticals and medicines in 1949, 
24.42% in 1948 and 24.08% in 1947, 

5. Grocery store sales of drugs 
and medicines are decreasing. 

6. Of all types of distributors, 


house-to-house salesmen last year 
achieved the largest sales gains in, 
the cosmetics and “other health 
goods” classifications. 

7. The drug trade is still the 
leading distributor of cosmetics, 
however, selling 30.19% in 1949; 
30.64% in 1948 and 30.39% in 
1948. 

8. Despite the competition of 
house-to-house salesmen and food 
stores, the drug field increased the 
dollar volume of its “other health 
goods,” chiefly toiletries, in 1949. 

9. Thirteen of the drug stores’ 
24 principal departments showed 
sales gains in 1949, with prescrip- 
tion departments showing the 
biggest dollar gain, and the home 
sanitation goods departments re- 
cording the largest percentage gain. 

10. Among the individual items 
carried by drug stores, antihista- 
mines showed the largest per- 
centage gain, with a 140.95% in- 
crease. 


s “While it is true,” the publica- 
tion says, “that some of the trends 


disclosed by Drug Topics’ annual 


study may be disarranged by the 
war in Korea, the fact remains 
that much of what is to come is 
tautly bound to the past.” 

The report is divided into five 
general parts—the relationship of 
drug sales to the national economy; 
the drug stores’ chief competitors; 
an evaluation of drug store sales 
by departments; trends on sales of 
individual products and product 
groups and a brief description of 
the procedure used in assembling 
the data. 

Drug Topics cites the parallel 
between the U.S. economy at pres- 
ent and the economy at the be- 
ginning of World War II, and 
argues that “if the experience of 
the last war is a criterion, the re- 
tail drug field will fare better in 
the days ahead than will most 
other lines of retailing. 


a “With fewer automobiles avail- 
able and fewer refrigerators and 
washing machines and television 
sets, consumers again will spend 
more for medical care. They’ll call 
on their doctors more frequently. 


Lhe complete 
family newspape 


Considering how times have changed, this ad 
from the January 1871 issue of Harper’s — al- 
though somewhat bumptious and owning a 
mustache - cup flavor — describes The Toledo 
Blade remarkably well today. 


To be sure, The Blade is no longer a ‘‘quarto 
sheet.”’ But it is still a “large’’ newspaper that 
today provides its readers with more ‘‘News 
from all parts of the World” than anyone would 
have dreamed possible eighty years ago. 


Its content, too, has changed considerably 
since the day when it could be quaintly described 
as “choice original'and selected Tales, Sketches, 
Poetry, Wit and Humor.” But in one form or 
another, it still has its ‘“‘Young Folks Depart- 
ment,” its ‘‘Agricultural Department,” its ‘‘Reli- 
gious Department,” even a weekly Poetry column. 


For now, as in Petroleum V. Nasby’s day, 
The Blade’s first and foremost aim is to be ‘‘the 
most complete and perfect Family Newspaper 
published anywhere.” Without attempting to be 
a newspaper of record, 
the news and information the best informed 
people in the world have a right to expect. 


But now, again as in Nasby’s day, The Blade 
doesn’t believe that a Family Newspaper exists 
only to inform, entertain and edify its readers. 


it still tries to provide all 


It still thinks that a prime obligation of any news- 
paper anywhere is to expose ‘‘oppression, wrong 
and corruption wherever found.” 


Sometimes this seems more difficult to do in 
this complex age than it was in the simpler 


days of a century ago. 


strange and curious 


Old evils take on 
shapes in this modern 


world of big business, big unions, big government, 


and big powers. It takes a big 
newspaper to present the facts 
impartially and to comment on 
them freely and with courage. 


Happily, The Blade has grown big through 
the years because it has never hesitated to oppose 


“oppression, wrong 


or corruption wherever 


found,” and for more than a century has con- 


stantly sought to be 


“the most complete and 


perfect Family Newspaper published anywhere.” 
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They'll buy more in drug stores.” 

“To support its argument, the 
publication offers three tables 
comparing the relation of drug 
sales to personal spending and to 
total retail sales, and comparing 
the pattern of personal consump- 
tion spending with expenditures 
for medical care. 

In regard to the competition 
faced by druggists, the publication 
says that grocery store sales of 
pharmaceuticals and medicines is 
declining. However, food store 
sales of toilet goods, sanitary items 
and other products in the “health 
goods” group have increased since 
1947. 


s Grocery stores handled 22.47% 
of this business in °47, 25.41% in 
1948 and 26.67% in 1949, while 
drug stores handled 40.23% of the 
total in 1947, 39.74% in 1948 and 
39.28% in 1949. 

The publication warns: “Should 
food rationing be instituted in the 
near future, however, there is no 
question that food retailers will 
jump into the toilet goods busi- 
ness with both feet. This would 
be their principal means of off- 
setting lost volume arising from 
food shortages.” 

Drug Topics presents data show- 
ing the sales increases scored by 
house-to-house salesmen selling 
drugs, cosmetics and “other health 
goods,” and mentions the increased 
activity of house-to-house sales- 
men in larger cities. “Make no 
mistake,” the publication asserts, 
“the door-to-door salesman is 
really tough competition—not only 
for druggists but for many other 
merchants as well.” 


# In addition to the food store 
and house-to-house competition, 
the publication also discusses de- 
partment and variety stores and 
“other outlets,” which compete for 
the drug, cosmetic and other health 
goods business. Both department 
stores and variety stores have lost 
some ground. While the “other 
outlets” group also is off in dollar 
volume, sales in this category were 
almost equal to the combined de- 
partment and variety store volume 
last year. 

The shifts in sales among drug 
store departments is shown in the 
following table (add six zeros to 
all figures in the first two columns 
and three zeros to the figures in 
column three): 


Shifts 
In Drug Store Departments 
1948 1949 Dollar % 

Department Sales Sales Change Change 
Prescriptions .§ 544 $ 579 $34,832 6.40 
Packaged 

Med.! 647 667 19,643 3.03 
Sickroom 

Items 44 44 —173 —0.39 
First Aid 

Goods .... 67 68 784 «21.16 
Foot Products 17 19 1,682 9.60 
Animal Items 43 46 2,889 6.62 
Homes 

Sanitation... 21 26 5,730 27.28 
Feminine 

Needs .... 90 94 4,083 4.51 
Baby Goods .. 74 74 478 0.64 
Oral Hygiene 95 99 4,311 4.54 
Hair Products 138 139 1,158 0.84 
Hand Products 28 26 —2,122 —7.41 
Shaving 

Products .. 108 108 269 0.25 
Cleanliness 

Items .... 65 63 —2,546 —3.87 
Cosmetics ... 111 107 —3,855 —3.46 
Fountain Sales 652 619 —33,515 —5.14 
Confectionery . 192 174 —18,042 —9.36 
Liquor, etc. . 83 78 —5,292 —6.35 
Tobacco .... 420 408 —11,971 —2.85 
Household 

Fa 17 16 —778 —4.52 
Periodicals 122 130 8,133 6.63 
Photo 

Products .. 83 79 —4,005 —4.79 
Stationery, 

ete. ...... 75 75 1 0.00 
Miscellaneous 154 144 —10,052 —6.52 


Te. “avoes $3,687 $3,607 —$80,000 —2.17 

'From the figures on packaged medication 
should be deducted $284,678,000 in 1949 and 
$213,036,000 in 1948. Such deductions repre- 
sent duplications arising from the fact that large 
segments of the packaged medication business were 
handled through the prescription department. 

*Because the last six digits have been eliminated, 
the addition of the present figures will not ex- 
actly come to the totals given. 


m The large increase in prescrip- 
tion business may be attributed to 
“the fact that the drug industry 
today possesses a host of new ther- 
apeutic products which are in- 
finitely superior to most of the 
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‘MODULAR’—This is one version of a display setup called Spacemaster, developed 

by Displaymasters Inc., Minneapolis, which provides a flexible display with six basic 

units from which a variety of displays may be built. Not shown here are a shadowbox 
tile panel for small-product display, and an illuminated canopy sign. 


Committee to Study 
Revision of Trade 
Show Regulations 


New York, Sept. 27—Rules and 
regulations which add to the cost 
of participating in trade shows 
will be the subject of a national 
study this fall, according to S. Y. 
Hyde of the American Can Co., 
and chairman of the Exhibitors 
Advisory Council’s recently formed 
committee to investigate show 
rules. 

“Manufacturers who spend up- 
wards of $500,000,000 a year in 
some 2,000 trade shows across the 
country,” Mr. Hyde said, “are often 
hamstrung by antiquated rules 
laid down by some show manage- 
ments, These rules cramp the style 
of exhibitors and make show par- 
ticipation generally more expen- 
sive and less productive.” 


a The committee’s recommenda- 
tions for modernized exhibit regu- 
lations will be presented by the 


council to the National Assn. of 
Exhibit Managers for considera- 
tion, he said. 

The association itself will aid 
in making the survey through its 
representative, Miss Louise Wynne, 
who is a member of the council’s 
committee. Other members in- 
clude J. M. Hannon, International 
Harvester Corp.; E. E. Bang, Re- 
public Steel Co.; W. H. Uffelman, 
E. I. du Pont de Nemours & Co.; 
Russell Matthers, Bakelite divi- 
sion of Union Carbide & Carbon 
Corp.; Saul Poliak, Clapp & Pol- 
iak; and Don Canfield, Ivel Corp. 


WION Begins Operations 

Station WJON, St. Cloud, Minn., 
has begun operations with 240- 
watt power. The new station is 
managed by W. C. Porsow and is 
affiliated with American Broad- 
casting Co. 


Klemtner Appoints Freet 
Herbert L. Freet, formerly ad- 
vertising manager of Nopco Chem- 
ical Co., Harrison, N. J., has been 
named account executive of Paul 
Klemtner & Co., Newark agency. 


| 
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Jacobson to Moss Agency 
Martin W. Jacobson, formerly 
account executive with General 
Outdoor Advertising Ine., has 
been appointed vice-president of 
Moss Associates, New York agency. 


WWRL Promotes Donneson 

Selvin Donneson, a member of 
the sales department of WWRL, 
New York, for the past three years, 
has been promoted to sales mana- 
ger. 
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items that were available a decade 
ago,” the publication declares. 

Drug Topics credits the ammon- 
iated dentifrices with boosting 
sales in the oral hygiene category 
and says household insecticides 
were important factors in increas- 
ing home sanitation goods sales. 

The article also includes a series 
of tabulations showing the items 
recording largest sales gains in 
drug stores and all outlets and, 
similarly, tables showing the prod- 
ucts with largest losses in drug 
stores and outlets. 

The ten most active items in 
1949, according to Drug Topics, 
were antihistamines; prescriptions; 
household insecticides; tooth pow- 
ders; cigars; cigarets and tobacco; 
playing cards; photo flash and 


flood bulbs; newspapers; hair 
curlers and home permanent wave 
kits. ‘ 


Signs TV Grid Series 


Pontiac Motor Division of Gen- 
eral Motors Corp., over the com- 
plete ABC-TV net, beginning Tues- 
day, Sept. 26, is sponsoring “All 
American Game of the Week.” 
The filmed football series is 
seen in cities on the ABC net from 
8 to 8:30 p.m., and on selected 
Tuesday and Wednesday evening 
periods in cities outside the cable 
area. MacManus, John & Adams, 
Detroit, handles the account. 


Recruiting Drive Launched 


Washington State Apple Com- 
mission has launched a newspaper 
campaign to recruit 6,000 to 8,000 
state workers for the apple har- 
vest. Almost 40 dailies in the south 
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central states and California are 
being used. The campaign will be 


ogee? gO Semen ap ie ete Sever 
og O44 beta Co., ber, 1950 issue! (from 400,000 to 

one-half million). Rates up 25%. Month 
Two Sponsor TV Series by month, American Family steadily 


Rosen’s Bakery Inc., Chicago, 
and Walton Rug & Linoleum Co., 
Chicago, will co-sponsor a new 
52-week women’s TV show, “Talk- 
ing with Toni,” over WGN-TV, 
,Chicago, starting 7 p.m., Oct. 6. 
The program, to be aired locally, 
is packaged by Sherwin Robert 
Rodgers & Associates, Chicago 
agency. 


Couche Joins Meggee 


gains in circulation and readership. 


JANUARY...........284,206 
APRIL..............429,647 


AUGUST............485,320 
Publisher's estimate based on billing. 


George Couche, formerly pro- 
duction manager of the Seattle of- 
fice of Botsford, Constantine & i 


Gardner, has joined Harper-Meg- wei 


gee, Seattle, as advertising man- 
ager. Ed Johnston, formerly with 
Cline Advertising Service, Boise, 
ey succeeds Mr. Couche at Bots- 
ord. 


Scragg Increases Space 


George H. Scragg, who resigned 
as director of advertising and sales 
Promotion of White Motor Co. the 
first of the year to open his own 
Sales promotion service agency, 

opened new and larger offices 
at 743 E. 82nd St., Cleveland. 
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Fastest Growing Grocer- 
\ Distributed National Magazine! 


e American Fainii 
Where Your 
Customers Buy { 


Use this local level coverage 
point of sale to reach 485,000 customers 
of top Independents! 


at 


grocers. 


I American wensliy is the most selective magazine advertisers 

those women in each neighborhood who 
shop the yyy" + They represent the customers of 
more than 8, retail 


Food Store Sales Favor Independents * 


rt 


New York Office, Murray Hill 5-3909 © Chicago Office, Wabash 2-8916 
Pacific Coast, Henry and Simpson, Los Angeles—Tucker 9154 


It is inwentingly inpertent to add this valuable neighborhood cov- 
es effort behind any product sold to families! That’s 
why American Family circulation is growing by leaps and bounds! 


*1950 Food Sales Figures Favor Independents 


Age 7-17) ‘‘For the first time since 1945, the first 
months of 1950 favored the independents. . . answer lies. . . (1) 
yma entered organizations for more effective wholesale buying 

untary groups) (2) they bettered store operating methods by 
shifting to modern self-serivce ‘superettes’ ... more than half of 
independent store sales are now going to ‘affiliated’ groc 
ndent grocers who have voluntarily banded together 
wholesalers for greater economy and efficiency.”’ 


ers — 
with 


the only magazine distributed 
nationally through independent voluntary 
and cooperative grocery groups. 
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‘How to Do It’ Session on Public 
Relations Features ANA Conference 


Researchers Give 
Latest Results on 
Public Opinion Studies 


Curcaco, Sept. 27—The Assn. of 
National Advertisers wound up the 
program of its 41st annual con- 
ference here this morning with a 
session on public relations and 
communications which was both 
factual and provocative. 

Among speakers on the program 
were Claude Robinson, president, 


of Bum Art, high prices? 


Spread 4000 new, top agency-quality 
spots, covering every need; before you 
and pay only $1.00 for those you use. 
Not a cheap ot ing limited to 
recognized agencies, editors & Ad 
rs, Write today for free brochure. 


(S STIVERS STUDIO 


Son Froncisco 19, California 


| Opinion Research Corp. and part- 
/ner in Gallup & Robinson, which 
| has developed the “Impact” meth- 
od of measuring advertising; Arch 


C. D. Jackson, publisher, Fortune; 


ANA Meeting 


Guy Berghoff, director of public 
relations, Pittsburgh Plate Glass 
Co., and chairman of the ANA 
public relations committee; Ward 
Stevenson, manager of public re- 
lations, Pillsbury Mills; Dr. Henry 
C. Link, vice-president, Psycho- 
logical Corp.; and Samuel C. Gale, 
vice-president, General Mills, and 
chairman of the Advertising Coun- 
cil. 


= Dr. Robinson, who explained 
the methods and some of the re- 


Crossley, president, Crossley Inc.; | 


| sults secured by the Impact meth- 


od, asserted boldly that “despite 
what some of the critics are say- 
ing, institutional advertising can be 
dramatically effective in selling 
ideas.” 

Effectiveness of institutional ad- 
vertising in getting across ideas is 
no different, particularly, than the 
effectiveness of product advertis- 
ing in selling merchandise, he said. 
Whereas in some cases institu- 
tional advertising registers with as 
much as one-third of an audience, 
in other instances only 2% or 3% 
get the message. This is true also 
of product advertising, where, ‘on 
the average, we are finding the 
top 20% of ads getting four times 
the idea circulation achieved by 
the bottom 20%.” 

Under the Impact method of 
measurement, Dr. Robinson ex- 
plained, the reader of a magazine 
is required to play back, with the 
magazine closed, the advertise- 
ment and the message in it. Work- 
ing with this method, his organ- 
ization has developed the follow- 
ing conclusions about audience be- 


havior, he said: 5 

1. “It is pretty evident that peo-| 
ple are mentally lazy. They won’t 
work to get your advertising mes- 
sage. They won’t follow long and | 
tortuous reasoning. In general, the 
controlling principle is the more 
mental steps you require a reader 
to take, the less he will register 
your message... 

“The irrelevant and multi-step 
approach is almost a fetish with 
many advertisers and agents [in 
institutional advertising]. There 
seems to be practically a constitu- 
tional revulsion against saying 
what is to be said in simple and 
direct manner.” 


w 2. People are literal minded. 
“They won’t take the flights of 
fancy frequently required of them 
by advertisers. Symbols, abstrac- 
tions, and subtle catch phrases go 
over their heads. They understand 
corned beef and cabbage, but 
potage du jour is not for them. A 
too clever institutional ad runs 
afoul of this basic fact.” 

3. Advertisers must never as- 
sume that people have very much 
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‘Now, let me get this straight. You were promoted to 
Head Space Buyer, and then...” 


Also shows up in any analysis: The Cincinnati Enquirer carries more 
f .a advertising linage than any other Cincinnati newspaper. 


(Represented by Moloney, Regan and Schmitt, Inc.) 
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knowledge about their particular 
product or institution. ‘““Most spon- 
sors of institutional advertising... 
almost inevitably raise the level of 
comprehension when they attempt 
to sell ideas as opposed to prod- 
ucts.” 

4. People are more interested in 
their problems than those of 
others. 

Illustrating some of the ways 
in which advertisers violate these 
precepts with examples of actual 
impact studies, Dr. Robinson 
pointed out that people demand 
something in exchange for their 
time and attention, and asserted 
that news and service are two 
types of “hooks” for institutional 
advertising which have great val- 
ue. 


ws Mr. Crossley presented a sum- 
mary of the findings of the ANA 
agricultural committee in a study 
of what farmers think of business 
and advertising. The survey was 
sponsored jointly by the ANA and 
the Agricultural Publishers Assn, 

Farmers are increasingly rec- 
ognizing the interdependence of 
agriculture and industry, Mr. 
Crossley said, as evidenced by the 
fact that 83% believe that farmers 
prosper when business does—an 
increase of four percentage points 
since the same question was asked 
six years ago. 

However, over 37% of the farm- 
ers thought business was doing 
only a “fair” job of making the 
nation prosperous, while 15% 
thought .it was doing a “poor” job. 
Labor unions got a worse reac- 
tion, 36% asserting they are doing 
a “poor” job. 


@ Other opinions expressed by 
farmers: 

The kind of job business is do- 
ing in selling the products farm- 
ers raise: excellent, 5.1%; good, 
30.7%; fair, 39.2%; poor, 17.8%. 

The profits these companies are 
making: fair, 30.5%; too low, 2.5%; 
too high, 55.8%; don’t know, 11.2%. 

Do companies which sell things 
to farmers deal fairly with farm- 
ers?—yes, 60.7%; no, 25.6%; don’t 
know, 13.7%. 

Has the cooperative movement 
helped farmers? Yes, 75.3%; no, 
12.2%; don’t know, 12.7%. Will 
it continue to grow in importance? 
Yes, 67.9%; no, 10.4%; don’t know, 
21.7%. 


@ As far as advertising is con- 
cerned, 67.5% believe that adver- 
tised products cost more than non- 
advertised ones, but 69.7% also 
said they place more confidence 
in advertised products than in non- 
advertised ones. 

In addition, 43% said they be- 
lieved that if the companies that 
buy farm products did not adver- 
tise, the farmer himself would re- 
ceive a lower price for his prod- 
uct; about a third thought it would 
make no difference in the farm- 
er’s price. Almost 60% of the 
farmers agreed that manufacturers’ 
advertising increases the total con- 
sumption of farm products. 


# In a stirring speech which was 
generously applauded, Mr. Jack- 
son reported that reactions to the 
“Is Anybody Listening?” article 
in Fortune have been generally 
favorable, but there have been a 
minority of very sharp dissents. 
Many of these, he said, are based 
on the belief that Fortune was at- 
tacking the value of all institu- 
tional advertising, whereas only 
“free enterprise” copy was under 
fire. 

He emphasized that the chal- 
lenge to communications—now 
greater than ever before within 
the U. S. and throughout the world 
—cannot be met by techniques, 
and that ultimately deeds are the 
things which count. But he also 
emphasized that it is business’ job 
not merely to produce and distrib- 
ute, but also to present and ex- 
plain. 
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f the attitudes and activities of 
th: Russians are an enigma to us, 
he said, it can safely be said that 
93.4 of the world’s population 
which is not included in the U. S. 
is seriously concerned about our 
intentions; we are equally enig- 
matic to them. 

Warning that regardless of the 
outcome in Korea what we are 
in now is likely to be “normal” 
for an endless number of years, 
Mr. Jackson said specifically that 
one of our problems in “selling” 
free enterprise is that “the busi- 
ness of communicating has gotten 
all mixed up with a desire to be 
loved”—the problem is to develop 
understanding and respect, and 
“love” has nothing to do with the 
case. 


a This confusion of “you’ve got to 
love me” with the essential job of 
transferring information and cre- 
ating respect is the first thing that 
must be cleaned up to make free 
enterprise advertising more effec- 
tive, he said. 

The second “deadly fault” of 
much copy is that it conveys the 
impression that everything busi- 
ness has done up to now is 100% 
perfect, he said. “Even the admis- 
sion of one tiny, insignificant er- 
ror would be extremely refresh- 
ing.” 

His third suggestion was that 
free enterprise advertising be more 
informative and less emotional, ex- 
plaining little known processes, 
marketing procedures, etc., and 
more realistic. Such advertising, 
he said, could be informative and 
sincere, and imply the concept of 
free enterprise instead of assert- 
ing it. 

“The world seems to want rev- 
olution,” he concluded. “As the 
greatest revolutionaries in history, 
let us maintain, explain and give 
to the world the one revolution 
that works—ours.” 


a Mr. Stevenson reported on four 
common denominators which the 
ANA has found in ten case studies 
on community relations which 
seem to account for success: 

“Common denominator 1 is in- 
ternal communication. It’s got to 
be easy for management to talk to 
the ‘guys’ and for the ‘guys’ to talk 
back to management... 

“Common denominator 2 is can- 
dor. People are suspicious of some- 
one who apparently never makes a 
mistake. But they understand and 
are sympathetic toward anyone 
who makes a mistake and readily 
admits it... 


s “Common denominator 3 is a 
working knowledge of the com- 
munity in which the business op- 
erates...It is important to have 
reliable information about com- 
munity attitudes—or lack of atti- 
tudes—toward the business. With- 
out it, you can get badly misled... 

“Common denominator 4 is the 
most important. Let’s just call it 
the right state of mind... The dif- 
ficult part of the job is to devel- 
op—throughout the entire organ- 
ization, starting with manage- 
ment—both the capacity and the 
willingness to do, not the least, but 
the most they possibly can to earn 
respect and confidence of employes 
and the public.” 


s Dr. Link reported a recent study 
by his organization which shows 
that 61% of those with a company 
have no employe publication, while 
the other 39% do have one. Of 
those whose companies issue such 
a publication, 62% said they read 
it thoroughly, 33% admit reading 
it in part, and only 5% said they 
do not read it at all. 

_ In six years of measuring the 
impact of messages on readers, Dr. 
Link said, his organization has dis- 
covered some principles which 
apply to all communication, and 
Particularly to employe publica- 
tions: ° 

l. “Speak simply, clearly and 


without double talk. We have the 
most marvelous scientific and 
mechanical means of communica- 
tion ever known to man,” Dr. Link 
said, “but we have too much ed- 
ucation and too big a vocabulary 
to use them effectively, at least 
in the field of ideas.” 

2.“The impact of a message de- 
pends upon the extent to which it 
identifies itself with the interests 
of its intended audience.” 


a 3. “It is impossible to know the 
impact of a message until it is 
tested on the intended audience. It 
it impossible to be sure that a mes- 
sage is audience centered until that 
audience has been systematically 
consulted.” The National Assn. of 
Manufacturers’ magazine campaign 
concentrated on informing the 
public that average business prof- 
its were smaller than the public 
thought, Dr. Link said, but the ef- 
fect of reading the ads “was to 
increase people’s misunderstanding 
of these profits.” 


4. “Of all the ideas difficult to 
communicate, figures and statistics 
are the worst. And yet most fi- 
nancial statements to employes, 
even after simplification, are far 
beyond the understanding of most 
employes.” 

5. “The effectiveness of any com- 
munication depends on the sharp- 
ness with which its objectives have 
been defined. ..This, to us, is the 
greatest weakness in the entire 
field of communications today. The 
failure either to know or to state, 
in specific terms, in ‘testable’ 
terms, the object in view.” 


w The Advertising Council is in- 
tensifying its economic education 
campaign to encourage better 
productivity to meet the demands 
of the military and home fronts, 
Mr. Gale told ANA. 

The project is a “conversion” of 
the campaign the council has been 
conducting for the past two years, 
and McCann-Erickson, the volun- 
teer advertising agency, is now 


preparing a new series of ads on 
the suddenly increased importance 
of raising the national productivity 
rate, he said. 

The council has also converted 
its Armed Forces prestige cam- 
paign into an appeal for voluntary 
recruitments, and “these are not 
the last campaigns we will have to 
convert,” Mr. Gale said. 


s “The Advertising Council itself 
may face a guns-and-butter situa- 
tion,” he said. “Created during the 
last war, the council has continued 
to have the support of American 
business, advertising agencies and 
all the advertising media. It has 
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carried on such ‘peacetime’ cam- 
paigns as Stop Accidents, Forest 
Fire Prevention, American Heri- 
tage, Religion in American Life 
and United Nations Day. 

“We have long since volunteered 
our full services to the President 
of the United States in the present 
emergency, and it seems likely 
that we will be asked shortly to 
assist in building our civilian de- 
fense, to help fill the blood banks, 
to accelerate first aid training, 
and to take on special recruitment 
campaigns. On top of that we may 
yet have to add scores of other 
defense campaigns like those we 
conducted during World War II.” 


8x10 genuine glossy photos 


in quantities 


© in 500 0nd 750 quontities 
(1000 end over .06c) 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery’ 


“Wes. per sub 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


*Tabulation shows FM receivers in 
WMCF’s Bonus Land. . .31 counties be- 
yond WMC’s or any other Memphis 
stations’ AM night-time coverage, 
e percentages re- 
‘arrother’s survey. 


Ne.of WMCF 


based on the aver 
sulting from Dr. 


ie 
... NO other Memphis radio ~~ & 


es 


- Station can deliver this “PLUS” audience! 


Here’s actual proof that WMC, with its super-power FM station, 
WMCF, covers a plus area containing a bonus night-time available 


According to a factual and impartial survey conducted by the Depart- 
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Lucas, Britt Score Lack of Research by 
Media on Individual Advertiser Audiences 


CAMBRIDGE, Mass., Sept. 26—The 
ideal of advertising audience re- 
search “would be for every me- 
dium to be able to tell its prospec- 
tive advertisers the probable size 
of the advertising audience they 
may expect to reach per dollar 
expended,” say Researchers Dar- 
rell B. Lucas and Steuart H. Britt 
in the September issue of Harvard 
Business Review. 

Dr. Lucas is a New York Uni- 
versity professor and a BBDO 
marketing consultant; Mr. Britt is 
director of personnel of McCann- 
Erickson. Their article, called “The 
Measurement of Advertising Au- 
diences,” is a detailed summary 
of the work done in measuring 
print, radio, outdoor and trans- 
portation advertising, the problems 
involved, and some of the trends, 

Explaining that defining and 
comparing audiences is difficult, 
the authors conclude, “There are 
too many variables which affect the 


relationship of the individual ad- 
vertiser’s audience to the audience 
of the medium as a whole. While 
the program of extensive audience 
measurement among all leading 
media represents progress, the real 
solution of the problems of ad- 
vertisers and media men will be 
much closer at hand when the au- 
diences of advertisers in each me- 
dium are accurately known.” 


a The Advertising Research Foun- 
dation’s Continuing Study of Farm 
Publications draws an accolade; 
Lucas and Britt call it “the most 
precise advertising data available 
on magazines,” and point out that 
no measures of advertising au- 
diences of general magazines have 
been based upon a representative 
sample of the total reading audi- 
ence. 

The authors give a qualified en- 
dorsement to the principle of ex- 
amining individual advertiser au- 


diences rather than medium au- 
diences, in the belief that this will 
help in eliminating the confusion 
of trying to interpret the audience 
overlap between media in terms 
of the actual overlapping of au- 
diences of particular ads. 

Indeed, the authors are inclined 
to think that when measures are 
applied directly to the audiences of 
advertisements, overlapping will 
be found to be less than might be 
inferred from the duplication of 
media audiences. 


Raleigh Goes All Out 
for Radio; Raises Budget 


Unlike other broadcast sponsors 
who are stampeding to get into 
television, Brown & Williamson 
Tobacco Corp., Louisville, will 
concentrate practically all of its 
advertising budget on radio, ac- 
cording to William S. Cutchins, 
advertising vice-president of the 
company. 

Expanding its radio expenditure, 
Raleigh this year will carry the 
same “People Are Funny” show 
two nights weekly. The second 
broadcast will be Saturdays at 


7:30 p.m., EDT, over 72 East Coast 
stations. Russel M. Seeds Co., Chi- 
cago, is the agency. 


ABC Appoints Three 

The western division of Amer- 
ican Broadcasting Co. has an- 
nounced the following new ap- 
pointments. Rollo Hunter, formerly 
program and production manager 
of KECA, Los Angeles ABC sta- 
tion, has been named assistant pro- 
gram manager of the western di- 
vision. Jack Meyers, formerly 
assistant operations manager, has 
been appointed division program 
operations manager. Harry Wal- 
strum has been named operations 
manager of KECA. 


Three Appoint Lyon Agency 

W. D. Lyon Co., Cedar Rapids, 
has been appointed to handle the 
advertising of Adams Co., Du- 
buque, manufacturer of foundry 
—— and heating specialties; 

hink Products Co., Eldora, Ia., 
manufacturer of rust and stain re- 
moving products, and Franzen- 
burg’s “Wolf Creek” Smokehouse, 
Conrad, Ia., producer of hickory 
smoked hams and other smoked 
meat specialties. 
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— Coming © 


Conwentions 


Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Assn. International, 29th annual con- 
vention, Roosevelt Hotel, New York. 

Oct. 2-6. Premiums & Ad Specialties 
Exposition, 7ist Regiment Armory, New 
York, sponsored by Premium Adver- 
tising Assn. of New York. 

Oct. 3. Associated Third Class Mail 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 4-6. Direct Mail Advertising Assn., 
33rd annual conference, Roosevelt Hotel, 
New York. 

Oct. 5. Export Advertising Assn., 2nd 
annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, 3rd an- 
nual meeting, Mount Royal Hotel, Mont- 
real, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
Assn., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

Oct. 9-12. Advertising Typographers 
of America, 24th annual convention, Ho- 
tel Traymore, Atlantic City, N. J. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 20-22. Midwest Conference of 
Women’s Advertising Clubs, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 23-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 24. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Assn., annual convention. The 
aaa White Sulphur Springs, W. 

a. 

Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 2. Upper Midwest Sales Con- 
ference, sponsored by the Sales and Mar- 
keting Department, Minneapolis Chamber 
of Commerce, and the Minneapolis Assn. 
of Sales Managers, Nicollet Hotel. 

Nov. 14. American Public Relations 
Assn., sixth annual meeting, Washing- 
ton, D. C 

Nov. 20-22. Central regional meeting, 


National Newspaper Promotion Assn., 
Indianapolis. 
Jan. 19-20, 1951. Southwestern Assn. 


of Advertising Agencies, Baker Hotel, 
Dallas. 
Jan, 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St Petersburg, Fla. 
Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 


Launches Paint Campaign 


Whiting-Adams Co., Boston, has 
launched its 1950-51 ad campaign. 
Full pages in color will be used in 
American Paint & Oil Dealer, 
American Painter & Decorator, 
Hardware Age and Paint Logic. 
This will be supplemented by full- 
color direct mail broadsides on the 
part of the company and its dis- 
tributors. The campaign is de- 
signed to promote a newly ex- 
panded line of master paint 
brushes. Thomas Chirurg Co., 
Boston, handles the account. 


MOVED 
- RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don’t miss a single 
important issue . . . and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Ill 
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‘Scare Buying’ of 
Liquor Ends; Wanes 
in Appliance Field 


New York, Sept. 27—Scare buy- 
ing in the liquor industry is at an 
end, while such buying in the ap- 
pliance field has passed its peak. 

These are the evaluations of 
Harry P. Herrfeldt, vice-president 
of Park & Tilford Distillers Corp., 
and Albert P. McNamee, special 
representative of McCall’s, who 
has just completed a tour of 56 
trading areas in nine eastern 
states. 

Both men, who made separate 
reports here, said that the situa- 
tion calls for an immediate return 
to hard-hitting salesmanship to 
move merchandise during the next 
few months. 


sa Mr. Herrfeldt warned retailers, 
wholesalers and distillers that the 
honeymoon is over. “From now 
on,” he said, “distillers will have to 
engage in the most active kind of 
salesmanship and to maintain or 
increase their advertising cam- 
paigns.” 

He said retailer dealers “must 
resume at once the kind of ag- 
gressive merchandising that at- 
tracts and holds customers.” As 
for wholesalers, they “must not 
only resume hard selling and top 
service but they also have the task 
of finding additional sources of 
revenue.” 

“I am convinced,” Mr. Herr- 
feldt said, “that the era when 
wholesalers could concentrate on 
one or two fast-moving brands ap- 
pears to be over. Henceforth, sur- 
vival for them will depend upon 
the extent to which they round out 
their lines with additional profit- 
making domestic and imported 
brands and upon thé amount of 
selling effort they place behind 
such brands.” 

At the same time, the P&T ex- 
ecutive said he foresaw a period 
of rising liquor sales as a conse- 
quence of full employment and 
high incomes, with the increased 
sales going to those “who do the 
most to get it.” 


se Mr. McNamee said appliance 
dealers feel that inventories will 
be sufficient to meet public de- 
mand during the next six months. 

Dealers in many areas, he said, 
report a stiffening of prices, par- 
ticularly where discount and other 
price-cutting practices had pre- 
vailed. 

Most dealers generally approve 
anticipated or announced llo- 
cation plans of appliance manu- 
facturers. This was attributed to 
a belief that only an allocation 
system insured fair distribution in 
time of tight supply, and that pres- 
ent inventories would be enough 
to meet a six-months’ demand. 

Mr. McNamee said responsible 
distributors and dealers have co- 
operated to keep the effects of the 
Korean War scare to a minimum, 
while those few whose past ac- 
tions have raised the question of 
responsible business procedure 
have tended to take advantage of 
the situation. 


National Union Starts Push 


National Union Radio Corp., 
Orange, N. J., manufacturer of ra- 
dio and television tubes, has be- 
gun a campaign in trade publica- 
tions, preliminary to a consumer 
drive. Both trade and consumer 
advertising will be institutional. 
Brooks & London, Philadelphia, 
handles the account. 


Peterson Appoints Hixon 


Kerker Peterson & Associates, 
Minneapolis, has appointed Carl K. 
Hixon to direct a newly formed 
publicity and promotion depart- 
ment. He was formerly a publicity 
representative of Northwest Air- 
lines. Mr. Hixon also will assist 
in the production of television pro- 
grams, 


Starts Junior Mints Drive 


James O. Welch Co., Boston, has |’ 


started its advertising campaign on 
Junior Mints in food trade and 
variety store publications and will 
break national consumer advertis- 
ing in the October issue of Good 
Housekeeping and the Oct. 16 is- 
sue of Life. Bennett, Walther & 
Menadier is the agency. 


Woolley Leaves NBC 


Easton C. Woolley, director of 
radio station relations, National 
Broadcasting Co., New York, has 
resigned to become executive vice- 
president of Intermountain Broad- 
casting & Television Corp., which 
owns and operates KDYL (AM, 
FM, TV), Salt Lake City. His res- 
ignation is effective Nov. 1. 


Reed Elected by NRDGA 


Raymond S. Reed, home fur- 
nishings merchandise manager of 
John Wanamaker, Philadelphia, 
has been elected chairman of the 
board of directors of the home fur- 
nishings and appliances group of 
the National Retail Dry Goods 
Assn. for 1950-51. 
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CHICAGO NORTH WESTERN “400” 


WRITE - WIRE 
DAN BEISEL 


Mgr., Gen'l Adv. 


: THIS TRAIN STOPS 


AT AN 


IDEAL TEST MARKET 
= GREEN BAY, WIS. 


@ CROSS-SECTION POPULATION 
e ISOLATED COMMUNITY 
@ EXCELLENT DISTRIBUTION FACILITIES 
e@ DIVERSIFIED INDUSTRY & BUSINESS 


e@ FINEST MERCHANDISING COOPERATION & 
ADVERTISING MEDIA 


GREEN BAY PRESS-GAZETTE 


OU DON'T KNOW 
Koger Sith 
BUT WE DO! 


He's One of 6,000 Employees 
At Eli Lilly and Company 


in Indianapolis .... 


AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


Roger and his fellow workers at Lilly's . . . one of America's leading manufacturers of pharmaceutical products . . . are 
well paid and steadily employed. They . . . and thousands of others working in scores of diversified industries in Indian- 
apolis . . . represent a rich and responsive market for every type of product. 


That's why Marion County has an effective-buying-power average of $5,705 per family* . . . and stands eighth among 
the nation's 32 largest metropolitan counties in both effective buying power and retail sales per family! 


That's why market baskets in Indianapolis are fuller . . . why sales of new cars, refrigerators, television sets, and other 
luxury items are soaring in the Heart of Hoosierland." 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY * 


*Publisher’s statements, Ist quarter, 
tSales Management's ‘’Survey of Buying Power.” 
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Free Enterprise Ads Must Be 
‘Acceptable,’ Editor Insists 

To the Editor: I agree with 
much you have to say in the Sep- 
tember 18 issue of ADVERTISING AGE 
concerning the Fortune blast at 
institutional advertising. However, 
the inference made in the next to 
the last paragraph of the editor- 
ial disturbs me. 

Can it be that you believe the 
free enterprise system in America 
is as outdated as the starched col- 
lar or the 12-hour workday? If so, 
what do you have to recommend 
in its stead? Certainly the philos- 
ophy toward which we have been 
progressing during recent years 
does not offer a climate in which 
advertising can thrive. 

I am not so much interested in 
advertising itself as I am in the 
system which has given it promi- 
nence, In countries where the free 
enterprise system has been re- 
placed, 12-hour working days 
aren’t uncommon and_ collars 
aren’t a matter of deep concern. 
We don’t need collars when we 
have lost our shirts. 

E. N. Pope, 

Director, Advertising Depart- 

ment, Carolina Power & Light 

Co., Raleigh, N. C. 

The point of the editorial para- 
graph to which Mr. Pope refers 
was most certainly not to imply 
that the “free enterprise system” 


This department is a reader’s forum. Letters are welcome. 


is outdated, But it is vital to re- 
member that the acceptability of 
concepts, just like the acceptability 
of products, changes with the times. 
The “free enterprise system” quite 
obviously does not now mean to 
us—even the most conservative of 
us—what it would have meant 50 
years ago to our grandfathers. And 
any attempt to sell it—now—in 
terms which were acceptable 50 
years ago, is clearly foredoomed to 
failure. 

As the editorial pointed out, to 
be saleable a product must not 
only be “good” but “acceptable.” 
Detachable collars are presumably 
as good, or better than, they ever 
were; but they are no longer wide- 
ly “acceptable.” And many of the 
frames of reference with which 
“free enterprise” advertising has 
been surrounded have likewise lost 
their acceptability to the general 
public. 

This does not mean that “free 
enterprise” is lost. It does mean 
that it must be interpreted in terms 
which are meaningful and per- 
suasive to the American public of 
today. 


o . * 
‘Washington Post’ Has Case 
Book of Institutional Ads 

To the Editor: I was so con- 
cerned about your front page story 
and later editorial on the subject 
of what you referred to as “For- 
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tune’s blast at institutional ad- 
vertising” that I hastened out to 
buy a copy of Fortune to read it 
for myself. 

It doesn’t seem to me that the 
Fortune article attacked institu- 
tional advertising at all. I think it 
attacked only one segment of in- 
stitutional advertising. 

There are many kinds of in- 
stitutional, or public relations, or 
to use my own term, “idea,” ad- 
vertising. Some do attempt to sell 
the advertiser’s concept of the 
“American way of life.” More of it 
is a great deal more specific to the 
advertiser’s immediate problems. 

This is a subject on which I 
consider myself somewhat of an 
authority, because so much adver- 
tising of this nature appears in the 
Washington Post, aimed at attract- 
ing the attention of the country’s 
top government officials. It has 
been interesting to watch the var- 
iations in types of messages, and 
it occurred to me that others might 
be interested in this also. Accord- 
ingly, I recently prepared a case 
book of institutional advertising 
which has appeared currently in 
the Washington Post, reproducing 
the advertisements in reduced size 
and classifying them according to 
type—business promotion, selling 
ideas, labor disputes, business and 
governmental problems, foreign 
affairs, and so on. 

This booklet is called “How to 
Sell Ideas in Washington, D. C., 
Capital of the World.” I am send- 
ing you a copy under separate 
cover. 

RacuL BLUMBERG, 

Public Relations Director, 

Washington Post, Washington, 

BD. C. 

s « ® 
Who Was First to Publish 
Food Magazine Cover? 

To the Editor: In the “Media 
Path” item on Page 50 of the Aug. 
14 issue, you stated that “McCall’s 
claims to have used the first food 
cover carried by a magazine of 
mass circulation last March.” 

Here at Better Homes & Gar- 
dens we have published a number 
of food covers prior to last March 
and we feel that the above state- 
ment possibly calls for a correc- 
tion. Perhaps there is some qualifi- 
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SOMETHING MISSING—Subscriber Mike Mulligan illustrates his annoyance at 
getting his copy of AA late. AA’s annoyance over the same problem cannot be 
illustrated. All copies of the paper go into the mails on a carefully worked out 


train schedule each Saturday. They shou 


Id reach all subscribers except those on 


the far reaches of the Pacific Coast on Monday. 


cation of the statement which 
makes it accurate; however, if we 
are wrong in our thinking that 
we have outdistanced McCall’s in 
this particular respect, I will ap- 
preciate further clarification. 
CHARLES STARK, 

Manager, News Bureau, Mere- 

dith Publishing Co. Des 

Moines, Ia. 

George Howard Allen, promo- 
tion director of McCall’s, clarifies 
the situation like this: 

“Perhaps we should start with 
the statement that there is a big 
difference between policy and hap- 
penstance ...McCall’s now famous 
March cover featuring the ‘Cover 
Cake’ was the first food cover ever 
run by a mass circulation maga- 
zine in line with a definite editori- 
al policy and approach... 

“Now, as to the claim [by 
BH&G] that it was first with a 
food cover, having had one in 
July, 1947...that this was sheer 
happenstance and not the expres- 
sion of any policy seems evident 
from the fact that three years were 
to elapse before this magazine 
carried its next food cover... 

“Let us say quite freely that we 
believe our news release might 
have been more specific and could 
have drawn the distinction be- 


women’s service magazines, the 
latter of which is McCall’s field.” 


Gets on List tor ‘Employe 
Communications’ Series 

To the Editor: I am definitely 
interested in the series “Employe 
Communications” by Robert New- 
comb and Marg Sammons. 

If you decide to publish the ser- 
ies in book form, I should very 
much appreciate receiving a copy. 
Thank you. 

G. B. Tosey, 

Advertising Manager, Willcox 

& Gibbs Sewing Machine Co., 

New York. 

* . . 


Calls Newspaper Progress 
Section ‘A Great Service’ 

To the Editor: On behalf of the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives may I congratulate you and 
your publication on the reportorial 
and editorial excellence of the 
Newspaper Progress Section pub- 
lished in your issue of Aug. 28. 

The review of newspapers as an 
advertising medium during the 
past 25 years is comprehensive and 
informative. Many fine young peo- 
ple in advertising have moved and 


tween shelter magazines and the 


are moving into positions of im- 
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portance during a period in which 
a !arge and possibly dispropor- 
ticnate share of advertising at- 
tention has been focused on other 
media. 

It is therefore a great service 
to such people as well as to the 
whole advertising community to 
make available such a sound and 
impartial record of the past 25 
years in the newspaper’s proud 
and brilliant history as an adver- 
tising medium and as a basic force 
in the American economy. 

Vincent J. KELLEY, 

President, New York Chapter 

of the American Assn. of 

Newspaper’ Representatives, 

New York. 


Ah! Reader Cites WMT Ad 

To the Editor: What sayest The 
Creative Man about the radio sta- 
tion WMT advertisement on Page 


To @ sponsor’s wife - 2 
“who doesn't "know ) thing 
” about advertising, but...”— 


ng far ad. 
im the bor bh doporates, lown's tery atin 
of P25) “vanks firat in the matiw 


But ‘agricultural Towa ix oni y- hell thet tony: 
Viadustri al Iga ecvenints fot a almost half of 
the date’s M-Lilion-pins annual income of 
indis ‘duals 
$ Why Sell ye ns ine things? Stuck, honey, 
unless vou happen to be from bastern lowa 
nd ah ate vw what pd ays WMT 
calouts. Ane or wate titthe 
teat =r ody has to ror pt fy Were 
just frying to help you make it easy for Papa. 


76 of the Sept. 18 issue of your 
worthy rag? 
Eh? 
Ah! 
NEIL SANDOw, 
Lawrence Fertig & Co., New 
York. 


Mail Campaign Tells 
Story in a Nutshell 

To the Editor: Here is a sample 
of a direct mail campaign we are 
sending out to create interest in 
our new Protected Pole Star trans- 
formers and to bring in inquiries 
for a new catalog which describes 
Pennsylvania’s new Protected Pole 
Star transformers. 

IRVING R. ISSACs, 

Advertising Manager, Penn- 

sylvania Transformer Co., 

Canonsburg, Pa. 

The campaign to which Mr. 
Isaacs refers includes a postcard 
with one edge charred, announcing 
that “We’re burning with excite- 
ment,” and a message wrapped in 
a walnut shell, giving the story 
of the new transformers “in a nut- 
shell.” 


‘The Selling Job’ Tracks 
Down Credit on a Poem 

To the Editor: In the “Adver- 
tisers Digest” of November, 1949, 
there was a poem entitled “Sales 
Types” by Carl Connable. Credit 
was given to Charles M. Gray & 
Associates, Francis Palms Bldg., 
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What Brand is he Pushing? 


You can get a reliable check on retail dealer activities 


in the United States by using | ACB Dealer Tie-In reports have 

an ACB service. Brand prefer- been used by leading merchan- 

ences are reflected in newspaper disers for many years. They are 

advertisements, and ACB can made to your own specifications 

furnish you all the details. as to information or areas cov- 
ered. 


Send Today... 


for a 24- age Catalog d g and il- 
lustratin, e 12 helpfu -~* which 
ACB will furnish to merchandisers. Gives 
details of cost, coverage, list of users, etc. 


Detroit 1, Mich. 

Upon writing Charles M. Gray 
& Associates, I was told to get in 
touch with Carl Connable direct 
for his permission to reprint that 
poem in our magazine, “The Sell- 
ing Job.” 

Now Mr. Connable writes me 
that the poem under the heading 
“Take a Look from the Front of 
the Counter” originally appeared 
in ADVERTISING AGE—so he com- 
ments, “If you intend to use a pub- 
lication credit line, perhaps ApvEer- 
TISING AGE should get it.” 

It is contrary to my policy to 
reprint anything in “The Selling 
Job” unless the permission of the 
publication in which the item has 
originally appeared has been ob- 
tained. 

Will you give me your permis- 
sion to reprint that poem? I don’t 
know when it appeared—it may 
have been some time back. 

Car. B. DIETRICH, 

Advertising and Sales Promo- 

tion Manager, Motor and 

Equipment Wholesalers Assn., 

Chicago. 


This and other important in- 
formation is revealed in detail 
by ACB’s Research Reports as 
it appears anywhere in daily 
newspaper advertising. 


ACB SERVICE OFFICES 
79 Madison Ave. * Phone: Murray Hill 5-7302 * 
538 S. Clark St. * Phone: Wabash 2-6130 °* 
161 Jefferson Ave. ° Phone: 37-0595 ° 
16 First Street °* Phone: Sutter 1-8911 * 


New York (16) 
Chicago (5) 
Memphis (3) 

San Francisco (5) 


@ You’d like to know what 
brands the dealers are pushing 
—but you can’t visit all the 
stores to find out. 


You can get a reliable check on 
retail dealer activities anywhere 


THE ADVERTISING CHECKING BUREAU, INC. 
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In five short years, Ebony has become the 
most widely read Negro publication in 
the world and stands supreme today as 
the editorial force of highest standing and 
stature in the Negro field. Ebony’s picture 
story technique has boosted circulation to 
more than 350,000 (A.B.C.) each month. 
Ebony is to the Negro field what Life and 
Look are among white publications. Starch 
Readership Survey shows why Ebony is a 
sales-compelling advertising medium that 
should be on every national advertising list. 
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Advertising in a War Economy... 


How Advertisers in Another Wartime 
Period Met Their Problems: Part II 


1942 Changeovers Came 
Fast; ‘Institutional’ Ads 
Protected Trademarks 


New York, Sept. 26—February, 
1942, was a month of despair. 
Singapore fell. The Japanese 
swarmed through the Philippines, 
Burma and Malaysia. The Ger- 
mans were successful in moving 
the Scharnhorst, Gneisenau and 
Prinz Eugen from Brest to Kiel, 
despite the RAF. 

MacArthur was notified he was 
being transferred from Bataan to 
new headquarters in Australia. 
Aruba was shelled again by a 
German U-boat. The Finns des- 


troyed a Russian division, but their 
lines were withdrawing. In Rion, 
France, the Supreme Court began 
the trial of Daladier, Blum, Game- 
lin and others, charged with guilt 
in failure to prepare the Third 
Republic for war. The cruiser 
Houston and the aircraft carrier 
Langley were sunk. 

Washington was still trying to 
organize the war. LaGuardia re- 
signed as director of the Office 
of Civilian Defense, being suc- 
ceeded by James M. Landis—who 
received shortly thereafter the res- 
ignation of Mayris Chaney, a dan- 
cer. The resignations of Kimmel 
and Short were accepted, subject 
to court martial at a later date. 


Top Market — Memphis 
26th City in the Nation 


According to the preliminary 1950 Census, Memphis 
population today is 394,025 ...an increase in the 
last ten years of 101,783. This represents a growth 
of 34.8% over the 1940 Census figures. Today, 
Memphis is larger than Atlanta, Georgia, than 
Louisville, Kentucky, than Portland, Oregon, than 
Columbus, Ohio. 


A top market, a top station, a top advertising 
buy for your dollar... that’s WMCT, Memphis. 


Television Set Ownership 
Reaches New High 


According to the latest distributors’ figures, there 
are now more than 54,000 television sets in Memphis 
and the WMCT exclusive coverage area. This, 
coupled with the fact that WMCT is the first and 
only television station in Memphis, assures a tele- 
vision audience of more than 200,000 people! 


Top Network Shows from 
NBC, CBS, ABC and Dumont 


Since laste March, WMCT has been serving this 
extensive Memphis and the Mid-South audience 
with top NBC network shows, direct over the cable 
from Radio City and other metropolitan centers... 
plus select CBS, ABC and Dumont shows. 


Owned and operated by the Commercial Appeal 


CHANNEL 4 
AFFILIATED 


Also affiliated with CBS, ABC and DUMONT 


The Branham Company 


© MEMPHIS 
witH NBC 


The British and the U. S. signed 
a declaration of intent, prepara- 
tory to the Lend-Lease Act. 


= In business, the major produc- 
tion changeovers were being ac- 
complished and—as evidenced by 
AA’s files for 1942—business had 
already accomplished its promo- 
tion switchover: 

Despite severe curbs imposed on 
the production of household appli- 
ances and the probability of addi- 
tional cuts,. General Electric Co. 
decided to spend between $700,- 
000 and $1,000,000 in consumer 
media to keep this division of its 
business in the public eye. 

Cessation of advertising during 
the war, AA was told, would nul- 
lify the company’s huge advertis- 
ing investment of former years. 
Typical ads were planned on such 
themes as the availability of more 
free time for war work as a result 
of efficient mechanical household 
aids, and the need for servicing 
appliances (AA, Feb. 2, ’42). 


a Westinghouse Electric & Mfg. 
Co, readied a $2,500,000 institu- 
tional campaign around the theme 
of providing for the common de- 
fense (AA, Feb. 2, ’42). 

Bethlehem Steel Co. used copy 
in newspapers emphasizing its 
steadily increasing production of 
materials for victory (AA, Feb. 2, 
42). 

White Motor Co. launched an 
expanded advertising campaign 
for 1942 in newspapers, magazines 
and business papers, to maintain 
contact with the consumer and 
keep the company’s name alive 
(AA, Feb. 2, ’42). 

General Motors Co. swung into 
line with the automobile and truck 
industry’s efforts to bolster dealer 
business and keep cars and trucks 
rolling on the nation’s highways 
and released new copy in news- 
papers and magazines (AA, Feb. 
2, °42). 

Reader’s Digest launched its 
Portuguese language edition with 
a printing of 110,000 copies (AA, 
Feb. 2, 42). 


a Commenting on _ institutional 
advertising, ADVERTISING AGE sug- 
gested editorially that a better 
term should be devised. 

“Because it represents primarily 
a service of information to the 
public,” AA suggested, “and be- 
cause it is valuable to the nation 
in enabling rapid adjustments to 
be made to war conditions, we be- 
lieve it might be well designated 
by the term ‘public service adver- 
tising’” (AA, Feb. 2, ’42). 

The Atlantic Refining Co. spon- 
sored copy in 50 Atlantic seaboard 
newspapers explaining the vital 
role of the oil industry in wartime 
(AA, Feb. 2, 42). 

Hearn’s Department Store in 
New York voluntarily requested 
newspapers to trim its ad proofs 
as a paper conservation move (AA, 
Feb. 2, ’42). 


a With a shift in its business from 
90% standard measuring instru- 
ments to more than 50% in special 
instruments, Federal Products 
Corp. started the largest business 
paper advertising campaign in its 
history to acquaint industrial ex- 
ecutives with the advantages of 
its special lines (AA, Feb. 2, ’42). 

Capitalizing on the need for 
trained aviation mechanics, the 
St. Louis School of Aeronautics 
looked forward to another suc- 
cessful year based on steady small 
space advertising of its training 
course in 45 newspapers in five 
states (AA, Feb. 2, ’42). 

Iron Fireman Mfg. Co. decided 
to spend $100,000 on “survival 
copy” to keep its name and trade- 
mark before the public (AA, Feb. 
9, ’42). 

H. J. Heinz Co. launched an in- 
tensive advertising and promotion- 
al campaign stressing the nutri- 
tional value of its soups (AA, Feb. 


The Diebold Safe & Lock Co. 
scheduled its most extensive ad- 
vertising campaign in years to 
dramatize its war effort and to 
keep its domestic products before 
the public (AA, Feb. 9, ’42). 


a Despite curbs, George D. Roper 
Corp. increased its advertising on 
the ground that it must go ahead 
with advertising and merchandis- 
ing helps for its gas company and 
dealer outlets (AA, Feb. 9, ’42). 

Walter D. Fuller, president of 
Curtis Publishing Co., in a letter 
to employes, which was distributed 
by the National Publishers Assn., 
emphasized that “advertising cre- 
ated the necessities which 
mothered the invention of mass 
production. Mass production is 
America’s great weapon in this 
war. America should thank adver- 
tising, magazines and newspapers 
for making possible,” he said, “the 
plants and the skills which today 
will build our munitions and our 
war machine” (AA, Feb. 9, ’42). 

Twelve hundred employes of the 
Kentucky Utilities Co. joined in 
a full-page ad in Lexington dailies 
in thanking Johns-Manville Corp., 
and Lowell Thomas, author, for an 
ad in The Saturday Evening Post 
pointing up the importance of the 
electric power industry (AA, Feb. 
9, °42). 


es A survey made by Lord & 
Thomas on the use of wartime 
advertising in Great Britain pre- 
sented six reasons for the contin- 
uance of British advertising des- 
pite all kinds of difficulties. 

They were: advertising mirrors 
the nation’s commercial enterprise 
(even after two years of war); it 
protects advertisers’ investments 
in trademarks; it keeps contacts 
with the public’s changing habits; 
it keeps in touch with new mar- 
kets growing up during war; it 
fulfills its responsibility of main- 
taining freedom of the press; and 
it plays an important part in main- 
taining public morale (AA, Feb. 9, 
42). 

Gartner & Bender, greeting card 
manufacturer, launched a maga- 
zine campaign urging extensive 
use of cards for national morale 
(AA, Feb. 16, °42). 

Columbia Recording Corp. in- 
creased its national advertising 
$160,000 to stress a new lamina- 
tion process that reduced surface 
noise of records (AA, Feb. 16, 
42). 

Pillsbury Flour Mills Co., fore- 


Advertising Age, October 2,'1950 


seeing an oiled silk shortage, 
stocked up on sufficient quantities 
to offer oiled silk bowl covers as 
premiums (AA, Feb. 16, °42). 

Official organization of the Ad- 
vertising Council as a coordinating 
agency to place facilities of na- 
tional advertising at the disposal 
of the government to help in the 
war effort was announced (AA, 
Feb. 16, ’42). 


a The Office of Price Adminis- 
tration tentatively authorized pre- 
war levels for advertising expense 
(AA, Feb. 16, °42). 

Ford Sammis, public relations 
director of the Pacific Coast Pe- 
troleum Industry, told a press con- 
ference in Los Angeles that the 
most forceful case for advertising 
would be to cite what happened to 
once well known products on 
which advertising was discontin- 
ued during World War I. He 
mentioned Pearline, Omega oil, 
Sapolio, Pear’s soap and Sweet 
Caporal cigarets as examples. 

“Some of them tried to stage 
comebacks,” Sammis pointed out, 
“but their effort was wasted be- 
cause new and more aggressive 
companies had moved in and won 
the public through advertising” 
(AA, Feb. 16, ’42). 


ws Calvert Distillers Corp. sched- 
uled its first institutional cam- 
paign, an addition to its regular 
sales advertising (AA, Feb. 23, 
42). 

Liggett & Myers Tobacco Co. re- 
sumed advertising after two 
months’ stoppage and emphasized 
that Chesterfield cigarets paid 
more than $2,000,000 a week into 
the U. S. treasury through the 6%¢ 
tax per package (AA, Feb. 23, ’42). 

Pontiac Motor Division launched 
a new national advertising cam- 
paign to promote its new “Pre- 
scribed Service” plan for motor- 
ists (AA, Feb. 23, ’42). 

Thomas D. Beck, president, Cro- 
well-Collier Publishing Co., told 
the Pittsburgh Advertising Club 
that the correct term for institu- 
tional advertising was educational 
advertising; that in times of stress 
and strain it is up to the advertis- 
ing fraternity to keep up public 
morale; and that, in addition, it 
must keep up a long-range selling 
job, even if there is nothing at 
the moment to sell. 

Other stories of 1942—which 
bears a remarkable resemblance 
to 1950—will follow in subsequent 
issues. 


Furnishes Results 


COVERAGE. This advertiser has 
used outdoor advertising for 75 
years to reach the right market. 
What they’ve done, you can do 
too—deliver a potent sales mes- 
sage to selected areas of a market, 
locally, regionally, or nationally 
via GOA. No other medium has 


1925 Silver Anniversary Year 1950 


such complete coverage every day 
of the year. General Outdoor 
Advertising Co., 515 South 
Loomis Street, Chicago 7, Illinois. 


leading cities 
and towns 
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TRIPLE THREAT—New plastic gadget 
shown here can be used as a postal scale, 
a ruler and a letter opener. Used as 
scale, it is held between two fingers by 
buttons at ends of short metal shaft on 
which the rule swings freely. When an 
envelope is slipped into a slot at the 
short end, it balances against the longer 
end of the rule. Metal pointer swinging 
from fulcrum indicates weight up to three 
ounces. Made by Optim Products Inc., 
New York, it will retail for about 98¢. 


‘Writing for the 
Business Press’ Is 
Published by Brown 


DuBuQuE, Ia., Sept. 27—Twenty 
six business paper editors have 
contributed chapters to the new 
book, “Writing for the Business 
Press,” edited by Arthur Wimer, 
chairman of the San Diego State 
College journalism department. 

The volume is designed for ad- 
vanced journalism students, who 
perhaps know the fundamentals 
of writing but who are unfamiliar 
with the opportunities and require- 
ments of the specialized business 
paper field. 

Mr. Wimer outlines the growth 
of business papers, their readers, 
their functions and the qualities 
editors look for in job-seekers. 
The remainder of the book is com- 
posed of the chapters written by 
business paper editors, including 
Sidney R. Bernstein, editor of 
ADVERTISING AGE. 

The book is published by Wil- 
liam C. Brown Co., 915 Main St., 
and is priced at $4. 


Speed Fills Ad Posts; 
Starts Tot 50 Campaign 


Fred Favre, formerly sales pro- 
motion manager of RCA’s tube 
division, has been named adver- 
tising and sales promotion mana- 
ger of Speed Products Co., Long 
Island City, N. Y., and Benson R. 
Bieley, previously sales manager 
of Bostwick Laboratories, Bridge- 
port, Conn., has been appointed to 
the new post of director of mer- 
chandising. Mr. Favre succeeds 
Nell Lee Litvak, who resigned re- 
cently. 

Speed has launched its first na- 
tional campaign for the Tot 50 
stapler, using fractional to full 
pages in Better Homes & Gardens, 
Look, New York Times Magazine 
and The Saturday Evening Post. 
Each magazine will carry four to 
six insertions between now and 
spring. Grey Advertising Agency, 
New York, handles the account. 


Binz Opens Own Agency 


Gus A. Binz, for the past 20 
years sales promotion manager of 
Sarco Co., New York, heating 
Specialties manufacturer, will re- 
Sign Nov. 1 and open his own 
agency, Guz Binz Associates, in 
Summit, N. J. On Jan. 1, he will 
take over the Sarco account now 
Serviced by W. L. Towne Adver- 
tising. 


‘Gazette’ Taking ‘Parade’ 

_ Beginning Oct. 1, Parade is be- 
ing distributed with Sunday issues 
of the Arkansas Gazette, published 
in Little Rock. The Gazette is the 
33rd newspaper to take Parade, 
bringing the magazine’s total cir- 
culation to 5,220,754. Parade plans 
ho advertising rate change. 


Thornton Hall, Others Buy Wood Flong Corp. 


New York, Sept. 27—Thornton 
Hall has resigned as assistant bus- 
iness manager of the New York 
Herald Tribune to become presi- 
dent of Wood Flong Corp., Hoo- 
sik Falls, N. Y., manufacturer of 
newspaper stereotype matrices. 
Mr. Hall and a group of New York 
business men have purchased the 
corporation. 

Harold S. Smith, president of 
Wright Co., newsprint manufac- 
turer, will become chairman of the 
board. Others associated in the 
enterprise are William N. Wester- 
lund, Frank M. Bynum, F. Wil- 
lard Bergen, and John E. Knowles, 
whose business affiliations, Mr. 
Hall said, he is not at liberty to 
release. 


ms The New York group purchased 
Wood Flong from L. P. Yandell 
and his associates, who have man- 
aged the company since 1946 and 
who, during the past four years, 
Mr. Hall said, have made substan- 


tial progress in newspaper mat 
making. 

Mr. Hall, now 46, has been in 
the newspaper business since he 
was 20. He has been assistant to 
the president of the San Antonio 
Express and Evening News, was 
elected to the presidency of the 
Texas Newspaper Publishers’ Assn. 
in February, 1943, and in Decem- 
ber of that year became assistant 
business manager of the Herald 
Tribune. 

Wood Flong Corp. has been mak- 
ing mats for 35 years. It recently 
expanded its productive capacity 
50% through the purchase of Mor- 
ley Co., Portsmouth, N. H. 


College Opens TV Studios 


To better equip itself for teach- 
ing television courses, Columbia 
College, Chicago, has opened what 
is said to be the most professional 
and complete college television 
studios. The new equipment cost 
approximately $100,000. Special 
professional courses in television 


television production, camera tech- 
nique, sales and promotion, speech, 
makeup techniques, scene design 
and lighting. 


cover fundamentals of television, 
television feature and commercial 
announcing, acting, commercial 
and creative writing, all phases of 


YOUR ADVERTISING DOLLAR 
BUYS 


FIRST WITH ADVERTISERS 


DIESEL PROGRESS carries more 
advertising than any other pub- 
lication exclusively serving the 
diesel market — proof that it 
pays to advertise in the indus- 
try's No. 1 publication. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


Ad Office: 
2 West 45th St.. New York 19, N.Y 


Editorial and Production Office: 
816 N. La Cienega Bivd., Los Angeles 46, Catif. 


MONSEN 
TYPOGRAPHY 


the 


bridge 
between 


tdeas and 


5 pps says typography is the art of 


expression in type. Those who have a sales 
message to be “expressed” get an interpretation 
from typography by Monsen that results in 
attention-getting, thought-provoking sales messages. 
The power of such typography is, in itself, a sales 
tool not to be overlooked. 


There are many elements of good typography— 

the kind that sells—and all of them are available at 
Monsen-Chicago. Monsen gives you Multi-Checked 
proofing for accuracy, 625 different type faces 

for correct variety and emphasis, typographic layout 
and mark-up service for design, and proofs of 

every nature—acetate, Trans-Adhesive, color and 
black on white—each designed to provide 

printed material with the finest ingredients for the 
best possible reproduction. 


Your nearest mailbox makes it easy to use 
Monsen 24-hour nationwide airmail 

service that brings you these needed and wanted 
Monsen typographic services. 


MONSEN @ 


East of the Rockies it’s 


Monsen-Chicago at 22 East Illinois Street 


CHICAGO 
LOS ANGELES 


On the Pacific Coast it’s 
Monsen-Los Angeles at 928 South Figueroa Street 
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Way to Clean Up Co-op Ad Abuses May Be 
to Toss the System Out, Says Stanford 


Cuicaco, Sept. 27—The best and 
easiest way to solve the many 
problems of cooperative manu- 
facturer-dealer advertising may be 
“to toss the system out,” Alfred 
Stanford, advertising director, New 


ANA Meeting 


York Herald Tribune, told the an- 
nual meeting of the Assn. of Na- 
tional Advertisers here yesterday 
afternoon. 

If this is not practical, said Mr. 
Stanford, who is chairman of the 
joint Newspaper Advertising Ex- 
ecutives-ANA newspaper steering 
committee, then certainly the 
abuses which pervade the system 
must be cleaned up. 

Newspapers are willing to lend 
all the assistance possible in this 
effort, he said, but ultimately the 
solution lies in the hands of the 
manufacturer, not a medium. “You 
can count on any newspaper man- 
agement to give you rapidly any 
facts you need in any case you en- 
counter,” he said, “but don’t ask 
us to intervene between your com- 
pany, your distributor and the re- 
tailer. That is your business.” 


a “It is a nervy thing for me to 
undertake this talk,” Mr. Stanford 
said, emphasizing that he was talk- 


ing for himself alone. “Every day 
our newspaper prints advertising 
from retailers that has a consider- 
able part of its source in the gen- 
erous pocket [of the national ad- 
vertiser]. What we are talking 
about involves many millions of 
dollars. Some estimate as high as 
30% of a large retailer’s advertis- 
ing expenditure comes from you. 
For any possible impairment of a 
free gold mine of these proportions, 
it certainly would seem I could 
hardly be thanked by our mer- 
chant customers.” 

Blaming the development of co- 
op advertising largely on sales 
managers and media salesmen tak- 
ing the course of least resistance, 
Mr. Stanford asserted that “the 
most startling business develop- 
ment of our generation—that re- 
tailing has gone robot—” is too 
often overlooked. 


ws “When we were kids,” he said, 
“it was just chewing gum you 
bought in a slot machine. But now 
we have advanced to things called 
supermarkets in the food field 
when the consumer takes what she 
wants with not even the ghost of 
a dealer to talk her out of it. 

“Any day now it will be girdles 
and pianos and shoes. 

“You see, that awkward child, 
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TV 


“Between the dark and the daylight 
“When the night is beginning to lower 
“Comes a pause in the day’s occupations” 
That is known as the TV Hour. 


It’s a time when the kiddies can ponder 
On murder and mayhem and killing 
When gun-play goes uninterrupted— 
That is, if the sponsor is willing. 


It’s a time when the vaudeville comics 

Bring Joe Miller’s jokes up to date; 

When New York brings Broadway to Main Street 
And ten million dinners must wait. 


It’s a time for the wrestlers to wrestle; 

For the puppets to hang from their strings ; 
For grown-ups and children to ogle 

At this magic on gossamer wings. 


It’s more than you see on the surface. 
It’s something that’s hard to explain— 
The Theorists feel it has mass appeal 
And for once they’re as right as rain. 


Ralph H. Jones Co., Cincinnati. 


—ALLEN THRASHER, 


advertising, has grown up. It came 
about slowly. It is not too strange 
that some of us might not notice 
this, for those who practice ad- 
vertising are sometimes the most 
surprised and startled of all when 
they see advertising really work 
as a mature business force. 
“Advertising has actually done 
what it always threatened to do— 
what it was designed to do—the 
only thing it can do—it has entered 
the final stage of making the con- 
sumer the king-pin of business.” 


e For this reason, he said, and 
largely due to abuses of the co-op 
system, “perhaps advertisers will 
be stirred to curiosity about a 
simpler, more straightforward use 
of advertising, closer to its authen- 
tic and primary function—to in- 
fluence the consumer.” 


Referring to such co-op abuses| ¢ 


as double billing, retailers pay- 
ing a higher contract rate than 
they actually earn after end-of- 
year rebates, and the alleged dif- 
ficulty of learning newspaper re- 
tail rates, Mr. Stanford insisted 
that no reputable newspaper would 
ever permit double billing, that 
“the local rates of newspapers are 
printed and available,” and that 
newspaper cooperation in clearing 
up all abuses over which the news- 
paper has any control are freely 
offered. 

Asserting that there are too 
many easy outs for thinking about 


cooperative advertising—‘“from| | - 
blaming newspapers on the one] © 


side to the newspapers’ own claims 
of ‘dealer influence’ on the other” 
—he insisted: 


a “You as advertising directors 
know that advertising’s function 
is to interest, attract and sell the 
consumer. You are the consumer’s 
representative in your company. 
You above all must know that the 
only dealer influence that you 
don’t have to buy over and over 
again is consumer influence—peo- 
ple seeking to buy your wares at 
the merchant’s store. 

“If your sales department wishes 
to use money that rightfully be- 
longs to you and to the simple ad- 
vertising process you are respon- 
sible for, at least let him ask for 
it from management for what it 
is—a pacifier, a sop, a crutch, and 
at its worst, a direct bribe for busi- 
ness.” 

Because we are entering upon a 
period in which goods will be short 
and consumers’ pockets bulging 
with money, Mr. Stanford said, 
this is an unusually good time “for 
a hard realistic appraisal of the 
merits of cooperative advertising 
and the correction of any abuses.” 

Perhaps, he suggested, abuses 
can be checked and controlled, and 
the system profitably continued. 


“But if you suspect the system is 
wrong for you, or that there is 
vast leakage in it, the climate in 
the months ahead seems made to 
order for practical men who are 
restless with a system they don’t 
like, to clean it up.” 


Reinhold Promotes Wilkin 


Brad Wilkin, Cleveland territory 
salesman for Progressive Archi- 
tecture, published by Reinhold 
Publishing Corp., New York, has 
been named advertising sales man- 
ager of the western division of the 
ae. He will make his 

eadquarters in Cleveland. 


Burgess Appoints Mercier 


George E. Mercier Jr. has been 
appointed art director of Will Bur- 
gess & Co., New York. He was for- 
merly with Morey, Humm & John- 
stone, and art director of Shell Oil 
0. 


Vending Show Scheduled 

National Automatic Merchandis- 
ing Assn. will hold its annual all- 
vending show at the Palmer House, 
Chicago, Nov. 12-15. 


Campbell to Ruse & Urban 
Mary Louise Campbell has been 

appointed an account executive of 

Ruse & Urban, Detroit agency. 
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Modglin Co. Shifts 
to Business Paper | 
Space; Opens Test 


Los ANGELEs, Sept. 29—After 
having been the first to use na- 
tional advertising for a broom last 
year, Modglin Co. here has decided 
that this fall it can best promote 
its line by cementing its trade re- 
lations with an extensive trade 
campaign at the local level. 

Carrying out this shift of em- 
phasis, Modglin is promoting its 
line of Perma-Brooms, Whisk-Off 
brooms and Perma-Scrub for 
cleaning kitchenware with a con- 
tinuing campaign of half and full 
pages in 32 local and regional food 
papers, and five national trade 
publications. 

In its first year, 1948, Modglin 
used 126 daily newspapers, one 
regional network radio program 
and 14 local radio programs. Last 
fall these were all dropped for 
four-month schedules in Better 
Homes & Gardens, Ladies’ Home 
Journal and Life. 

Although sales are better than 
last year, the shift was made be- 
cause of a feeling that, while the 
national advertising was effective, 
it was not building as solidly as 
desired from the trade standpoint, 
according to R. Rettig, advertising 
manager. 


w One exception to the change is 
a test campaign for Perma-Scrub, 
which is beginning now in Provi- 
dence, R. I., and San Diego, Cal. 
This starts with 500- and 300-line 
ads in newspapers for two weeks, 
followed by a continuing schedule 
of radio spots through the end of 
December. 

The company will also resume 
its policy of offering its products 
as prizes on local participation 
shows, a practice dropped last year 
after having been used extensively 
in 1948. Products are now being 
furnished to 132 radio stations and 
10 television stations. The ultimate 
goal is 250 AM and 20 TV stations. 


Toni Signs Godfrey 


Toni Co. has begun sponsoring 
a quarter-hour segment of the 
Wednesday night Arthur Godfrey 
television program, “Arthur God- 
frey and His Friends,” starting 
Sept. 27. The hour-long show is 
telecast over CBS at 8 p.m, EST. 
It replaces “Twin Time,” Toni’s 
every-other-week TV revue. 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC, 
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COMPLETE COVERAGE—Every square inch of available space was covered by posters 
in the early years of John Donnelly & Sons’ operations. 


John Donnelly 


-& Sons Reaches 


100th Birthday 


Boston, Sept. 26—A_ century 
that has seen outdoor advertising 
advance from a trade in which 
rival bill posters staged street bat- 
tles for back-fence locations, to its 
present position as a respected and 
influential advertising medium, 
was dramatized here today when 
leaders of business, industry, ad- 
vertising and government joined 
in paying tribute to the centennial 
of John Donnelly & Sons. 

The event missed by one day the 
100th anniversary of the first 
event publicized by the company’s 
founder, 20-year-old John Don- 
nelly, namely, the fabulous Boston 
concert of Jenny Lind. 

Stanley C. Hope, president of 
Esso Standard Oil Co., one of Don- 
nelly’s long-standing clients, and 
principal speaker at today’s lunch- 
eon, declared that “to have come 
this long way, and to look forward 
to the future with confidence as 
the Donnelly organization is doing, 
gives us a good example of what is 
really the strength of America; 
for the successful management of 
American * business enterprise is 
an outstanding contribution to the 
progress, welfare and security of 
the country.” 


s Other features of the luncheon, 
at which John C. Dowd, president 
of John C. Dowd Inc., presided, in- 
cluded displays of full-color Don- 
nelly posters, blowups of early 
displays, and a special congratu- 
latory message from the Advertis- 
ing Club of Boston. 

Highlights of the company’s 
history from 1850, when P. T. Bar- 
num gave John Donnelly his first 
important job for the Jenny Lind 
concert, to the present, were dra- 
matized. 

For four years after John Don- 
nelly’s death in 1878, his widow 
managed her eight children and the 


business at the same time. When 
her son Edward reached the age 
of 21 in 1882, he took over and 
conducted the company for 45 
years. 

Since his death in 1927, his sons, 
Edward C. Donnelly Jr., now pres- 
ident, and John Donnelly, vice- 
president, have carried on the 


TODAY'S SPECTACULAR—Donnelly signs 
like this light the night sky nowadays, 
all along the East Coast. 


business and have enlarged it. 
The parent company operates 
Donnelly Electric & Mfg. Co., 
which is the sign and manufactur- 
ing division of the business. Other 
subsidiaries are Vermont Advertis- 
ing Co., Burlington; Maryland Ad- 
vertising Co., Baltimore; Consolvo 
Advertising Corp., Norfolk, and 
American Co., Scranton. 


5 to Steller, Millar & Lester 


Steller, Millar & Lester, Los 
Angeles, has been named to handle 
the advertising of Mefford Chemi- 
cal Co., manufacturer of industrial 
chemicals; Barton Instrument Co., 
manufacturer of flow meters; 
Fray Machine Tool Co., manu- 
facturer of milling machines; Or- 
ville Dutro & Son, manufacturer 
of rotary printing presses, and 
Mobil-Sweeper division of Con- 
veyor Co. 


WREN 


She Right Spot in 
TOPEKA KANSAS 


WEEO 


& COMPANY 


Stencil-Cutting 
Machine Designed 


by Times Facsimile 


New York, Sept. 27—Stenafax, 
a machine that cuts stencils elec- 
tronically, will be shown publicly 
for the first time Oct. 23 to 28 at 
the National Business Show at the 
Grand Central Palace by its man- 
ufacturer, Times Facsimile Corp., 
a subsidiary of the New York 
Times. 

The machine has been developed 
by Times Facsimile Corp. from in- 
dustrial designs by Henry Drey- 
fuss. It automatically makes ex- 
act stencils of graphic material in 
six minutes, it is claimed. These 
stencils, of special plastic material, 
may be used on any standard 
mimeograph machine, and it is 
said that more than 10,000 copies 
can be run from one Stenafax 
stencil. 


@ The machine works electronic- 
ally. No gelatine compounds, chem- 


icals, developing, washing, heat or 
light treatments are required. The 
sharpness of the image is said to 
be comparable to a 144-line half- 
tone screen. 

Stenafax is 26” long, 19” wide 
and 45” high. It operates on 110 
volts, 60-cycle AC. 

Advertising will be considered 
early next year if production facil- 
ities then are adequate, AA was 
told. 


Muzak Appoints Mitchell 

Maurice B. Mitchell, former di- 
rector of Broadcast Advertising 
Bureau of the National Assn. of 
Broadcasters, has been named 
general manager of the associated 
program service division of Muzak 
Corp., New York. He _ succeeds 
Richard Testut, who has been 
transferred to the administrative 
division to handle special assign- 
ments. 


Paramount Names Goldberg 
Paramount Pictures Corp. has 
appointed Fred Goldberg to han- 
dle advertising fie-ups for Para- 
mount in the East. He will make 


his headquarters in New York. 
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Wander Signs TV Series 


Wander Co., Chicago, for Oval- 
tine, is sponsoring a new daily 
marionette children’s show over 
WENR-TYV, Chicago, and other sta- 
tions of the ABC television net. 
Entitled “Sandy Strong,” the pro- 
gram will be aired locally from 
5:15 to 5:30 p.m., CST, and will be. 
kinescoped for the other stations. 
Grant Advertising, Chicago, han- 
dles the account. 


Names Hamilton Agency 

Fried, Ostermann Co., Milwau- 
kee, has named Hamilton Adver- 
tising Agency, Chicago, to direct 
the advertising of its Albert-Rich- 
ard division, manufacturer of 
sports outerwear for men and 
boys. 
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American Export Ad 
on New Steamships 
Run in Magazines 


New York, Sept. 27—American 
Export Lines will break a nation- 
al campaign announcing its new 
luxury liner, the S. S. Constitu- 
tion, in the New York Times Mag- 
azine Oct. 1 with a four-color 
spread. 

October issues of Fortune, Har- 
per’s Bazaar, Holiday, Newsweek, 
Time and Vogue will also carry 
four-color double spreads, fol- 
lowed by single page insertions. 

Ads will also feature the S. S. 
Independence, second half of 
American Export’s latest bid for 
European travel. A large and 
small-space campaign in approxi- 
mately 20 newspapers is already 
in progress and will be supple- 
mented shortly by foreign lan- 
guage advertising—primarily Ital- 
ian—in about 30 papers. Amer- 
ican Export’s regular trade promo- 


tion will continue as is. 
In addition, the company is con- 
sidering television possibilities. 
Cunningham & Walsh handles 
the account. 


Babcock Joins Stensgaard 


Glenn Babcock, former sales 
promotion manager of Hunter 
Douglas Corp., New York, has 
joined the New York office of W. 
L. Stensgaard & Associates, Chi- 
tago, display manufacturer, as 
manager of the eastern division. 


KNBH Increases Rates 


Effective Oct. 1, KNBH, Los 
Angeles, will raise its rates 33%. 
The increase will bring the base 
hourly rates to $1,000 for Class A 
time, and $165 for spot announce- 
ments. 


Tomlinson Joins O'Connell 


Richard F. Tomlinson, formerly 
advertising manager of the Antara 
division, General Aniline & Film 
Corp., New York, has joined the R. 
T. O’Connell Co.; New York, as an 
account executive. 
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The Eye and Ear Department 


“John Kieran’s Kaleidoscope’—NBC-TV, Sunday nights— 
is aptly named. Cashing in on Kieran’s well-known know- 
ledge of scientific subjects, it is a film presentation cover- 
ing various physical phenomena. Each film attempts to 
cover one phenomenon, but scene tumbles after scene in 
such rapid succession, there seems to be little development 
of any subject. It is as if one read through a book without 
going from page one to the end—instead, he skipped from 
front to back and back to front again, picking his pages at 
random. He would always be reading about the same sub- 
ject, but he would be developing few convictions about it. 
One wondered at times if the commentary is written after 
the film clips are assembled or if the whole thing is an ac- 
curate reflection of Kieran’s mind—which, one gathered 
even from “Information, Please,” is a sort of stew of in- 
formation, a kind of encyclopedic hash. 

Roy Marshall’s treatment of scientific or mechanical sub- 
jects seems much better ordered—and, hence, more interest- 
ing. Marshall lacks the visual variety of film—he generally 
talks from a piece of machinery or a simply drawn chart, as 
when giving the Ford commercials. And perhaps this helps in 
keeping the mind focused on the subject. In any event, the 
discussion of scientific and mechanical phenomena lends 
a certain adultness to TV—but the discusser should remem- 
ber he is in someone’s living room, which Marshall does. It 
makes all the difference in the world. 


Broadcast Ad Bureau 
Plan Endorsed by 
Two NAB Districts 


WASHINGTON, Sept. 27—National 
Assn. of Broadcasters’ plan for an 
independent sales promotion or- 
ganization for radio continues to 
gather steam, with formal endorse- 
ment by broadcasters assembled at 
two district meetings. 

Resolutions supporting the mil- 
lion-dollar sales plan were adopted 
at NAB’s 7th district meeting and 
a similar resolution was passed by 
8th district broadcasters. 

At the 8th district meeting, 
Charles C. Caley, general manager 
of WMBD, Peoria, said, “We have 
proven in the establishment of the 
Broadcast Advertising Bureau that 
all industry sales promotion pays 
off. What we propose to do now 
is expand the effort to such dimen- 
sions that every advertiser in 
America will be exposed to the 
superior selling capacities of ra- 
dio.” 

Plans for the independent sales 
group were voted by NAB di- 
rectors early in August. The new 
organization, outgrowth of BAB, is 
to begin full operation by Aug. 1, 
1951, “geared to reach an annual 
operating budget of at least $1,- 
000,000.” 


Plans Graphic Arts Show 


Milwaukee’s second annual 
graphic arts exhibition will be 
held Oct. 9-29 at the Milwaukee 
Art Institute, under the sponsor- 
ship of the Graphic Arts Guild. 
More than 50 Milwaukee concerns 
will display products in the fields 
of direct mail advertising, space 
advertising, display and packag- 
ing. 


Cecil & Presbrey Adds Two 


John H. Pinto and Mrs. Adrian 
B. Kuhn have joined the radio and 
TV copy department of Cecil & 
Presbrey, New York. Mr. Pinto 
was formerly with the Music Corp. 
of America and Mrs. Kuhn was 
most recently copy chief at Nor- 
man D. Waters & Associates. 


Ettinger Agency Names Two 


Thomas D. Raher, formerly with 
Tronnes & Co., Chicago, has been 
named art director of Chester A. 
Ettinger, Cedar Rapids agency. 
Gilbert Mickels, formerly with the 
Chicago office of Grant Advertis- 
ing, has been appointed assistant 
account executive. 


Names Leonard Thornton 


Leonard F. Thornton, formerly 
media director of Morris F. Swan- 
ey Inc., Chicago, has joined the 
sales staff of American Poultry 
Journal, Chicago. 


Will Air Jr. Rose Bowl Game 


Columbia Pacific Network has 
obtained exclusive broadcast rights 
to the annual Junior Rose Bowl 
game, sponsored by the Pasadena 
Junior Chamber of Commerce, for 
a five-year period. If television 
rights become available, they will 
be offered first to CPN. 


Appoints Buchanan & Co. 

Buchanan & Co., New York, has 
been named to handle the account 
of the Sherry-Netherland Hotel, 
New York. 
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Housewives More 
Beer Brand Minded 
Than Their Mates 


New York, Sept. 27—In seven 
out of ten cases, it’s brand know- 
ledge and preference that deter- 
mine which beer winds up in the 
family refrigerator. And about 
half the time, it’s the little woman, 
not “dad,” who decides what brand 
he’s going to drink. 

These figures are shown in a 
survey made by National Family 
Opinion Inc., Toledo, released by 
Brand Names Foundation. 

Over 75% of women who buy 
the family beer insist on one par- 
ticular brand or one of several 
brand name products. As for the 
men, 82.7% do the same. 

Slightly greater loyalty to a 
single brand is acknowledged by 
the women: 45% accept only one 
particular trade-name beer, or get 
it in another store. This is the pro- 
cedure which 43.7% of husbands 
followed. 


von Albrecht Joins WGN-TV 


Richard von Albrecht, formerly 
program director of WKRC-TV, 
Cincinnati, has been named assist- 
ant to J. E. Faraghan, program di- 
rector of WGN-TV, Chicago. Rod- 
erick Mitchell, assistant program 
director of WCBS-TV, New York, 
has been named to succeed Mr. 
von Albrecht at WKRC-TV. 


Continental X-Ray to Shrout 


Continental X-Ray Corp., Chi- 
cago, manufacturer of x-ray equip- 
ment and accessories, has named 
Shrout Associates, Chicago, to han- 
dle its account. Medical publica- 
tions, direct mail and catalogs will 


be used. 
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ABC, DuMont 
Protest AT&T 
TV Cable Plan 


(Continued from Page 1) 
“the telephone company allotted 
either time periods for which Du- 
Mont had expressed no preference 
whatsoever, or failed to allocate a 
time period which had been in- 
dicated in its letters to be of prime 
importance.” 

In its protest, the network said 
the allotment of 37 hours “is an 
inducement only to make a con- 
tribution to AT&T. 

“It would be impossible for any 
network with a total of 37 hours 
of Class A time available on 12 
circuits to gain reimbursement for 
its AT&T facilities alone, without 
regard to its expenses for pro- 
gramming and station payments.” 

DuMont’s formal protest dumped 
back in the commission’s lap a 
problem that had been avoided 
less than a week ago, when the 
commission brushed off an “in- 
formal” letter from DuMont warn- 
ing that the industry committee 
on networking facilities had been 
unable to agree on an allocation 
covering programs broadcast after 
Sept. 30 (AA, Sept. 18). 


a At the time, FCC said the re- 
sponsibility for making “an equita- 
ble allocation” rested with AT&T. 
In a letter to DuMont, FCC said 
government intervention would be 
“premature and inappropriate,” 
particularly since DuMont itself 
conceded “there is no reason to 
believe that the telephone com- 
pany desires other than a fair and 
practical allocation as between 
networks” (AA, Sept. 25). 

This fall’s impasse developed out 
of insistence by NBC and CBS 
that the assignment of time on 
scarce facilities reflect the station 
commitments already made. Du- 
Mont took the position that each 
network should get “an approxi- 
mately equal mathematical share 
of the available time.” 

In its protest to FCC, DuMont 
charged the AT&T assignments for 
the quarter beginning June 30 are 
“unlawful, unjust, unreasonable 
and discriminatory” and “unduly 
and unreasonably preferential and 
advantageous to NBC and CBS.” 


s DuMont complained that it was 
given only 48 hours in which to 
agree to the split. AT&T’s delays 
“gravely and seriously impaired 
our ability to organize, plan and 
develop program service in the 
interest of advertiser clients, the 
public and broadcast affiliates,” 
the network said. 

In addition to an immediate in- 
vestigation of the rules governing 
the allocation, DuMont asked FCC 
to require AT&T to reveal “agree- 
ments, representations and poli- 
cies on which it formulated the 
aforesaid unlawful agreement.” 

It said some of the time it ob- 
tained from Washington to Rich- 
mond is of no significance in the 
light of its inability to get the 
same period on the single circuit 
out of Greensboro and Charlotte to 
Jacksonville, Atlanta and Birm- 
ingham. 

It complained that the 10:30 to 
11 p.m. period it obtained on the 
New York-Boston-Providence cir- 
cuit Tuesday, Thursday and Satur- 
day was not time it requested. 


® Portions of the live network— 
Washington to New York, New 
York to Chicago, ete., over which 
there are ample circuits and sta- 
tions—are not involved in the dis- 
pute over allocations (AA, Sept. 
18). These as usual were decided 
upon by mutual agreement be- 
tween the telecasters. 

AT&T’s promulgated allocations 


cover the following sections of the 
cable: New York to Boston to 
Providence; New York to Syracuse, 
Cleveland to Rochester, Washing- 
ton to Richmond to Norfolk (al- 
ready in use) and the legs of the 
hookup, which were to be opened 
Sept. 30. 

New cities to be added to the 
live network: Jacksonville, At- 
lanta, Birmingham, Greensboro, 
Charlotte, Indianapolis, Louisville, 
Davenport, Rock Island, Ames, 
Minneapolis, St. Paul, Omaha and 
Kansas City. 

As of the same date, Nashville, 
Huntington and Bloomington will 
join the AT&T hookup on tempo- 
rary privately owned radio relay 
connections, 

Executives of the Bell System 
declined to say what criteria they 
used in deciding among the four 
potential customers. Two factors, 
which reportedly balanced the 
scales heavily in favor of NBC 
and CBS, in many cases, were (1) 
confirmed sales orders, and (2) 
wishes of the stations involved. 


Investment Company 
Estimates 1950 TV 
Receiver Production 


Cuicaco, Sept. 26—Television 
Shares Management Co. has scaled 
down its estimates of TV set pro- 
duction in 1950 by a number of 
companies because of the tighten- 
ing in supplies of some compon- 
ents since the beginning of the 
Korean War. 

Despite the reduced estimates, 
however, the investment advisory 
organization predicts that output 
of the top ten video set manu- 
facturers will be almost double 
production of the entire industry 
last year. 

Top ten manufacturers and their 
estimated 1950 unit production 
are as follows: 


RCA 950,000 
Philco 900,000 
Admiral 850,000 
Motorola 650,000 
Zenith 475,000 
Emerson 450,000 
Se 425,000 
DuMont 275,000 
John Meck 200,000 
Hallicrafters 190,000 


s Total output of the entire in- 
dustry in 1949 was 3,100,000 sets. 
Total estimated production of the 
top ten this year is 5,365,000 re- 
ceivers, which indicates, accord- 
ing to Television Shares Manage- 
ment, that the total output this 
year will reach 6,500,000 sets. 

The organization also estimates 
that consumer demand could easily 
exceed 7,000,000 units this year, 
suggesting the possibility that sets 
may be scarce when Christmas 
buying gets under way. 


Launches Del Monte Drive 
California Packing Co. San 
Francisco, has launched a cam- 
paign for Del Monte dried fruits 
and raisins. The drive started with 
a full-color spread in The Satur- 
day Evening Post. Other color ads 
will appear in Good Housekeeping, 
McCall’s and Woman’s Home Com- 
panion. This year Parents’ Maga- 
zine has been added to the Del 
Monte list. McCann-Erickson, San 
Francisco, handles the account. 


COME IN, CHUMS—Holding a welcome sign at the Point of Purchase Advertising 

Institute outing Sept. 22 are John Palmer, Palmer Associates and POPAI board 

chairman; J. C. Gafford, Advertising Age; Elon Borton, Advertising Federation of 

America; Ralph Head, Batten, Barton, Durstine & Osborn; and J. Kingsley Gould, 
executive secretary of POPAI. 


‘Flair’s’ Future Looks Good: Fleur Cowles 


Cuicaco, Sept. 27—Flair has a 
good future, in the opinion of 
Fleur Cowles, its editor, who was 
in town this week to address the 
Women’s Advertising Club. 

The unusual magazine is becom- 
ing more standardized, more of a 
general magazine. The central 
theme idea has been dropped. Mrs. 
Cowles told AA that readers 
liked the central theme idea but 
the advertisers didn’t. 

Instead of one theme, she said, 
a topical idea will be expanded in 
sufficient pages to give it impor- 
tance, and the remainder of the 
issue will be concerned with timely 
and permanent features which will 
appear regularly. 


w One thing Mrs. Cowles is trying 
to-do is foster readership by men 
as well as women. She feels that 
men have been kept away because 
they thought it was a women’s 
fashion magazine. The July issue 
changed that by including men’s 
fashions. In fact, she said, a recent 
Crossley survey of newsstands for 
Flair showed 40% of buyers to be 
men. 

The October issue, Mrs. Cowles 
declared, is more like what Flair 
will be in the future. 

The new tricks—folders, odd- 
size pages and other gimmicks— 
will continue. In fact, said Mrs. 
Cowles, the December issue will 
carry more than in any previous 
issue. And the February anniver- 
sary issue will carry still more of 
the unusual. . 

To use these inserts, Flair had 
to develop its own binding ma- 
chine. At first there were many 
complaints that the magazine fell 
apart because of the inserts, Mrs. 
Cowles admitted, but she said the 
binding is improving with each is- 
sue. 


a Flair isn’t as expensive to put 
out as most people think, although 
it is the most expensive of those 
on the market today, she observed. 

Asked about advertising, Mrs. 


Cowles said that, after the first 


Network Gross Time Charges 


Source: Publishers Information Bureau 


RADIO 

Eight Eight 

August August Months Months 

1950 1949 1950 1949 

American Broadcasting Co. $ 2,264,563 $ 2,544,096 $ 24,054,708 $ 28,797, 
Columbia Broadcasting System 4,629,62 3,973,058 45,217,118 41,304,312 
Mutual Broadcasting System 1,093,024 1,119,364 10,643,868 12,531,953 
National Broadcasting Co. 4,566,293 — 4,523,117 _ 41,931,767 42,396,507 
Total "$12,553,503 $12,159,635 $121,847,461 $125,030,180 

TELEVISION 

Eight Eight 

August August Months Months 

1950 194 1950 1949 
American Broadcasting Co. $ 257,111 $ 115,002 $ 2,394,592 $ 585,315 
Columbia Broadcasting System 349,5: 164,471 5,271,291 1,337,780 
DuMont Television Network * 66,1: * 552,641 
National Broadcasting Co. _ _ 1,248,696 284,160 9,691,175 3,030,556 
$ 1,855,361 $ 629,787 $ 17,357,058 $ 5,506,292 


Total 
*Not available 


issue, advertising dropped but now 
is back to about where it was at 
the first. And she expects it to 
continue upward. 

Effective January, 1951, the cir- 
culatfon guarantee will be raised 
50,000, bringing the total to 250,- 
000. Advertising rates also will be 
increased. 


Three More Raise 
Rates; ‘Quick’ to 
Hold Present Rate 


New York, Sept. 27—Three 
more publications raised ad rates 
this week, while one guaranteed 
its present rate through Septem- 
ber, 1951. 

Effective Oct. 1, Modern Pack- 
aging, published by Breskin Publi- 
cations, New York, says it will in- 
crease its advertising rates ap- 
proximately 20%. The b&w page 
rate will go from $240 to $290, 
based on a new circulation of 16,- 
227. Advertisers will be protected 
until the expiration of current 
schedules. 

Manufacturing Jeweler, Provi- 
dence, R. I., will raise its advertis- 
ing rates effective Nov. 1. The rate 
for a b&w page will go from $70 
to $85. 

Poultry Supply Dealer’s new 
rate card becomes effective with 
the January, 1951, issue. The b&w 
page rate will be increased from 
$300 to $330, the publication an- 
nounced in New York. 

Meanwhile, Quick announced 
that current rates are guaranteed 
through September, 1951. The 
rate, based on 750,000 circulation, 
wiil continue at $1,830 a b&w page, 
despite the publication’s current 
circulation of 1,000,000 weekly. 


Portland, Ore., Papers 
Sign Union Contract 


After many months of negotia- 
tion, a contract has been signed be- 
tween the members of Multnomah 
Typographical Union No. 58 and 
the publishers of the Journal and 
Oregonian, Portland. This was the 
first signed contract since 1947. 

Under the terms of the agree- 
ment, members of the union who 
are employes of the two newspa- 
pers receive an increase of $1.75 
per week, bringing the scale to $95 
for the day side and $100 for the 
night. The contract is to run until 
Dec. 31, 1951, with provision for an 
interim opening on wages and 
hours as of March 15, 1951. 


John West May Go to NBC 


John West, vice-president in 
charge of public relations, RCA 
Victor, reportedly will head the 
Western division of National 
Broadcasting Co. in Hollywood, re- 
placing Sidney N. Strotz, who re- 
signed as vice-president after 18 
years with the company. 


Less Doubling Up 
in American Homes 
Now, Census Shows 


WASHINGTON, Sept. 27—The Cen- 
sus Bureau claimed today that 
there is less doubling up in Amer- 
ican households now than at any 
time in the past 20 years. 

On the basis of a sample study 
conducted in March, the bureau 
said 1,997,000 couples live with 
others, or in hotels and other 
“quasi-households.” This would be 
5.6% of all couples, compared with 
6.8% doubled up in 1940 and 6.1% 
in 1930. 

Despite high birth rates, the 
bureau estimated that the average 
family had declined from 3.67 per- 
sons in April, 1940, to 3.39 persons 
in March, 1950. The bureau said 
the decline was caused by the 
large number of marriages. Re- 
flecting the high marriage rate, 
the number of households in- 
creased 25%, from 34,948,660 in 
1940 to 43,468,000 in 1950. 


w The study was a feature of the 
bureau’s regular sampling pro- 
gram. It was conducted a month 
before the 1950 census, and the re- 
sults are not based on the census. 

Preliminary figures on the num- 
ber of housing units from the 1950 
census have been issued for all 
counties of 36 states. Within the 
next few days Roy V. Peel, Cen- 
sus chief, is expected to release a 
preliminary national figure on 
number of housing units. 


Sindlinger Closes 
Shop Second Time 


PHILADELPHIA, Sept. 28—Sind- 
linger & Co., which started origi- 
nally as an instantaneous measure- 
ment service for radio and was re- 
organized last spring as a qualita- 
tive research company after a 
month’s inactivity, is closing its 
doors again. 

Albert E. Sindlinger, president 
of the company, which uses the 
Radox technique to count radio 
and TV audiences, said his “deal 
with the networks for special 
studies”—one of the reasons for 
the reactivation of the company— 
“had fallen through.” 

In a speech in New York he in- 
dicated that he is “retiring” from 
the rating field and will concen- 
trate on the suit pending against 
A. C. Nielsen Co. and C. E. Hoop- 
er Inc. In March, Sindlinger & Co. 
and its subsidiary, Electronic Ra- 
dox Corp., filed a complaint in 
federal court charging the two re- 
searchers with monopoly and ask- 
ing damages of $1,500,000. Date 
and place for the hearing of the 
case have not been fixed. 


a Mr. Sindlinger told AA that 
some $250,000 had been spent in 
an effort to establish the company. 
He said he will let Radox, an in- 
stantaneous electronic measure- 
ment of AM, FM and TV, “sit 
awhile” until there is an “indica- 
tion that somebody thinks it ought 
to be revived.” 

Mr. Sindlinger’s principal fi- 
nancial backing has come from a 
group of Philadelphia business 
men, headed by attorney Robert 
B. Wolf, one of the principal stock- 
holders in the company. 


Quaker Oats Devaluates 
Trademarks, Good Will 


Quaker Oats Co., Chicago, re- 
ports that it has written down its 
trademarks, trade rights and good 
will to $1 from $10,145,505. 

In addition, the company an- 
nounced that net earnings for the 
fiscal year ended June 30, 1950, in- 
creased 22.4% over the previous 
fiscal year while dollar sales de- 
clined 6%. The company’s net in- 
come was $10,007,518, compared 
with $8,173,643 for the preceding 
year. Dollar sales totaled $193,- 


998,153, down $13,039,330 from 
the year-ago total of $207,037,483. 
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“Olmsted & Foley 


K DAL 
DOES THE JOB for 
KING MIDAS FLOUR 
in Duluth, 

, Ne W. Wisconsin and | 


ahah ai z° 


Ss James D. - McTighe 
Olmsted & Foley 
Radio Director : 


Thanks for helping 
assure our Client, 
King Midas Flour, 


' another successful year *: 


' in the Duluth area and 
; in Northwestern 
Wisconsin and Upper 
Michigan. To prove | am 
sincere, I'll be asking 
for a heavier schedule 
in a week or two. 


‘My client is very well 
pleased with the 
population increase 
shown in your new 
BMB. It’s surely borne 
out by the terrific 
tune-in in Duluth, of 
which you have taken 
quite a share. 


The King Midas 
salesman in Duluth 
agrees wholeheartedly. 


DULUTH - SUPERIOR 
\ 5000 WATTS 
(ON 610 


Radio Director says... 


i, Upper Michigan. ij 


Cuicaco, Sept. 26—Manufactur- 
ers’ merchandising and sales pro- 
motion activities still leave much 
to be desired in the way of effec- 
tiveness, the Assn. of National Ad- 
vertisers was told this afternoon. 

Donald B. Hause, advertising 
manager, Armour & Co., who pre- 


ANA Meeting 


sided, presented preliminary re- 
ports on a study made by the ANA 
“merchandising the advertising” 
committee with the assistance of 
The American Weekly, National 
Furniture Review, Electrical Deal- 
er, Hardware Age, Electrical Mer- 
chandiser, Progressive Grocer and 
the National Shoe Manufacturers 
Assn. A detailed questionnaire to 
retailers attempted to discover 
what they think of national adver- 
tising, merchandising and display 
aids, etc. 

Some of the details, based on 432 
tabulated questionnaires, with 
more than 100 additional still to 
be included: 


w All kinds of dealers agree that 
national advertising by a manu- 
facturer or distributor helps the 
retailer, 79% of appliance dealers 
calling it a “great help,” while 
only 58% of druggists find it so, 
but an additional 42% Believe it 
is of “some help.” 

Magazines got the most votes as 
the “national advertising media 
most effective in increasing your 
sales,” with newspapers second, 
radio third and TV fourth. 
Anywhere from 62% (depart- 
ment stores) to 87% (drug stores) 
“frequently” tie in with national 
advertising by featuring the ad- 
vertised merchandise locally in ad- 


Advertisers’ Merchandising Methods Still 
Making Retailers Unhappy, ANA is Told 


stores) to 91% (drug stores) “fre- 
quently” display featured mer- 
chandise in their windows, and 
from 63% (department stores) to 
91% (hardware stores) “frequent- 
ly” display advertised merchandise 
within the store. 


s Most retailers believe they hear 
about national advertising plans 
soon enough in advance to make 
them effective in their stores, but 
a_ significant number, ranging 
about 25% for most stores, indi- 
cate that these details are pre- 
sented to them too late in most in- 
stances. 

Asked, “Approximately what per 
cent of the window displays you 
receive do you use?” 36% of the 
total respondents said “10% or 
less.” In the case of food stores, 
60% of those replying said “10% 
or less.” A total of 67% of all 
stores replying said that they did 
not use as many as 50% of the 
window displays sent them. In 
answer to the same question on 
counter displays the replies were 
somewhat more encouraging, but 
again 35% of the stores said they 
used “10% or less” and 63% said 
they used “50% or less.” 


s A series of interesting questions 
concerned the retailers’ opinion 
of specific manufacturers. One 
question asked: “Which one (or 
two) national advertisers whose 
merchandise you sell, does the 
most effective advertising from 
your viewpoint as a retailer?” 

Among food stores, Procter & 
Gamble was mentioned by 14%, 
Lipton’s and Del Monte by 9% 
each. Hardware stores mentioned 
Sunbeam and General Electric 
(7% each), and drug stores men- 
tioned Toni (26%) and Colgate, 


vertising, while from 33% (food 


17%. In appliance stores General 


Successful Writer Makes 

It Easy to Do the Kind 

of Writing Editors are 

Eager to Buy 

ARRY NEAL is a writer's writer, 
f an editor’s writer. He learned 
*| the hard way. Although Harry Neal 
‘| never even finished high school, he 
1|manages to get his full share - of 
| author’s checks from such big maga- 
j zines as Collier’s, Cosmopolitan, Lib- 
il erty, Esquire and Argosy. 
i] The secret behind Harry Neal's 
{| success is not simply in his writing 


. ee et ae ee 


ability. A lot of writers can write and 
write well—but they can’t sell! Neal 
has discovered 30 specific ways to make 
editors sit up and take notice of your 
work—a way to pack a punch into a 
story that gets editors on the edge of 
their chairs—and makes them BUY! 


A Book that Puts ‘Sell’ Into 
What You Write 


Whether you write in your spare 
time or full time; whether you are 
just beginning to write or are an old 
hand at it; there’s bound to be at 
least one new idea in Harry Neal's 
new book that will pay you its small 
cost a dozen times over. 

As Douglas Lurton, former editor 
of Fawcett’s and now editor of Your 
Life Magazine says: “Most of the more 
than a million dollars’ worth of manu- 


PARTIAL CONTENTS 


Get Started Writing ‘‘Filler’’ Material. 
Plotting Made Easy. How to Write a 
‘‘Selling”’ Title. How To Build Strong 
Characters. Where and How To Collect 
Facts For Your Article. Make Your 
Manuscript Look Like A Winner. The 
Secret of The 
Beginning, the 
Middle, and the 
Closing of Your 
Article or Story. 
How To Win The 
Attention of A 
Good Agent. How 
To Write Effec- 
tive Dialogue 
and ‘CH more! 


‘His Tricks-of-the-Trade 
Pay Off in Checks! 


scripts I have purchased would have 
been better if the authors had read and 
used Harry Neal’s book. It is ‘must’ 
reading for the beginner and advised 
reading for the professional.” 


just what “WRITING AND SELLING 
FACT AND FICTION” by Harry Ed- 
ward Neal can do for you. Send us 
the coupon and get it for FREE EX- 
AMINATION for 5 days. Only after 
you decide to keep it; only after you 
decide that it can actually boost your 
SALES, need you pay its low $2.50 price. 
Fair enough, isn’t it? Mail coupon to 
WILFRED FUNK, Inc., Dept. W5310, 
381 Fourth Ave., New York 16, N. Y. 


WILFRED 
381 F 


Send re 
AND SELLING hovgh AND FICTION. If in 5 
this ca 


Harry Edward Neal 
Author of “Writing 
and Selling Fact and 
Fiction.” His stories 
and articles have a 
peared in Collier s, 
Cosmopolitan, Esquire, 
True Detective, Argosy, 
Coronet, and many 
others. 


YOURS — FREE TO READ — FOR 5 DAYS 
We want you to prove to yourself 


FUNK, Inc., Dept. ‘Gg @ A 
‘ourth Ave., New York 16, WN. 


me—for free examination—a copy of haha any 
days 


BB help me 


Advertising Age, October 2; i9: 


FINE POINT—W. N. Connolly (center), advertising manager, S. C. Johnson & Son, 

Racine, Wis., held the floor during one of the lighter moments of the ANA meeting. 

Listeners are (left to right) Gordon Ellis and Joe Hubbard of Pet Milk Sales Corp., 

St. Louis; Ward H. Patton, vice-president and sales and advertising director, Green 

Giant Co., Le Sueur, Minn., and Alex Rogers, advertising and sales promotion man- 
ager, Libby, McNeill & Libby, Chicago. 


SMILES—This happy group at the ANA convention included (left to right) H. L. 

Swan, advertising manager, Willys-Overland Motors Inc., Toledo; Dolph Odell of 

General Motors, Detroit; Ben R. Donaldson, director of advertising, Ford Motor Co., 

Dearborn, Mich., and Franklyn R. Hawkins, advertising manager, Libbey-Owens-Ford 
Glass Co., Toledo. 


Electric got 21%, Frigidaire 17%, 
RCA and Philco each 15%. In fur- 
niture stores Simmons got 33%, 
Kroehler 24% and Lane 13%. De- 
partment stores showed no clear 
preference. 

When asked, “Which one (or 
two) national advertisers give you 
the most effective point of sale 
help, the answers were: 

Food stores: Kraft, 10%; Del 
Monte, 9%; Procter & Gamble, 5%. 
Furniture stores: Kroehler, 20%; 


Simmons, 16%; Lane, 16%. Ap- 
pliance stores: Frigidaire, 17% 


Hardware stores: Sherwin, Wil- 
liams and O. M. Scott & Sons, each 
6%. Department stores again in- 
dicated no preference. 


mw When asked: “Which one (or 
two) national advertisers give you 
the most effective help through 
sales representatives?” the an- 
swers were: 


Food stores: Beech-Nut baby 
food, 9%; National Biscuit Co., 8%; 
Heinz baby food, 7%; Gerber baby 
food, 6%. Furniture stores: Kroeh- 
ler, 14%; Simmons, 12%. Appli- 
ance stores: RCA and Bendix, each 
9%. Hardware stores: Sunbeam, 
9%; Delta, 7%. Drug stores: Col- 
gate, 21%. 


we Forrest L. Frazer, director of 
grocery merchandising of Kroger 
Co., presented the retailer’s prob- 
lem, making two major points: 

1. The retailer’s problem is the 
specific one of making his cash 
register ring today. 

2. Kroger handles some 10,000 
products, therefore it can’t push 
them all, and must continually 
make a choice of the items which 
will get special promotions. 

Many of the requests for spe- 
cial merchandising cooperation 
which manufacturers bring to re- 


PONTIAC 


812 W. VAN BUREN STREET 


HA ymarket |-1000 


you SAW IT 


i ae ee 
exposition? 


. . «This modern four color proofing press 
displayed at the recent Graphic Arts Exposition was 
purchased by Pontiac. It is the SECOND such press 
we have installed to meet the increasing demand of 


National advertisers for TRUE WET PROOFING. 


AMERICA’S MOST COMPLETE PHOTOENGRAVING PLANT 
SERVING DISCRIMINATING BUYERS OF 
FINE QUALITY COLOR PROCESS ENGRAVINGS 


ENGRAVING & 
ELECTROTYPE CO. 


e CHICAGO 7, ILLINOIS 
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points or arguments. 


Sept. 27 


“Impact” is essentially a measure of the depth 
of impression which an advertisement makes on 
the mind of a reader. It was devised to show: 

a. The registration of the advertiser’s name. 

b. The registration of his message. 

c. The acceptance of the advertiser’s sales 


Under “Impact” methods of observation, the 
reader of a magazine is required to play back, 
with the magazine closed, the advertisement and 
the message in it. With this system of observa- 
tion, it is possible to determine whether an ad- 
vertiser’s message has actually gone across... 


—From speech delivered by Dr. Claude Robinson of 
Gallup & Robinson, before ANA meeting at 9:30 a. m. 


What CAN a Man Believe? 


We have, to be sure, discovered some things 
about testing idea messages. For example, we 
found in our first or second year that the so- 
called “play back” method was not much good 
for testing the impact of an ad or a message. 
First, the results are too hard to score. Second, 
many people just lack the verbal ability to ex- 
press what they got out of a message. So we de- 
veloped a test which would enable people to do 
justice to the impact made on them. 

Also, we did learn how to define impact so 
that we could test it. 


—From speech delivered by Dr. Henry C. Link of the 
Psychological Corp. before ANA meeting at 11:20 a.m. 


Sept. 27. 


tailers are too nebulous, too far 
from the actual ringing of the cash 
register “today” to give retailers 
anything into which to sink their 
teeth, he said, and in addition 
many of them are badly timed 
from the retail standpoint and not 
presented soon enough, since 
Kroger works on promotions at 
least 90 days ahead. 


a Approaching the problem from 
the standpoint of what the agency 
can contribute, Leo Burnett, pres- 
ident, Leo Burnett Co., castigated 
the substitution of techniques for 
ideas in both advertising and mer- 
chandising and asserted: 

“When you put a really good 
idea to work it is hard to say 
where the advertising ends and the 
merchandising begins. The ideal 
way to build a promotion is build 
the sale when you build the ad- 
vertising.” 

Merchandising must be planned 
and developed “at the same time, 
in the same room, by the same 
people” who plan and write the ad- 
vertising, Mr. Burnett insisted, as- 
serting that this can only be done 
if the promotional group is able to 
integrate all of the things that 
‘should take place in the store when 
it plans the advertising. 


s Pointing out that about 65% of 
all packages sold are now sold on 
a self-service basis, Mr. Burnett 
said that in many cases the pack- 
age itself is now the most impor- 
tant store display which the manu- 
facturer can produce, and “the 
package on the shelf and the pack- 
age in your advertising must get 
into harness together.” 

For this type of complete sell- 
ing concept, in which merchandis- 
ing and advertising are indis- 
tinguishably entwined, complete 
teamwork between advertiser and 
agency is essential, he said. 

Mr. Burnett also said that in his 
opinion there is considerable dan- 
ger in over-stimulating product 
sales, by means of deals, pre- 
miums, etc., because “people soon- 
er or later get the idea that there 
must be something wrong with 
your product.” 

He also said that while he is 
completely sold on the value of 
merchandising, “many products 
are over-promoted and over-stim- 
ulated and under-advertised, either 
in volume or in advertising effec- 
tiveness.” 

“Stimulants are expensive,” he 
concluded. “Displays are expen- 
sive. People should be made to 
want your goods, not induced to 
buy them.” 


Unilever Financing 
Not Meant for Us, 
Lever Exec Insists 


NEw York, Sept. 28—The Amer- 
ican branch of Lever Bros. Co. 
has nothing whatever to do with 
the £10,000,000 ($28,000,000) 
stock issue being offered today in 
London by the English branch of 
Lever Bros. and Unilever Ltd., 
holding corporation of Lever en- 
terprises, AA was told at the ex- 
ecutive office of the American 
company. 

An official statement issued in 
London said that the companies re- 
quire additional financing to meet 
their current program of capital 
expenditure. This includes mod- 
ernization of existing factories and 
the construction of new ones to 
adapt production capacity to 
changing requirements and in- 
creasing demand. The program 
also provides for plantation de- 
velopments in West Africa and 
additions to the companies’ stocks 
of raw materials and shipping 
facilities. 

Unilever has not made a stock 
offering since 1935. The number 
of shares outstanding is not on 
public record but the current cap- 
italization of the consolidated Uni- 
lever companies is £273,495,000. 


w At Lever Bros.’ office here, an 
executive who refused to allow 
his name to be used, told AA that 
reports of an American stock is- 
sue are entirely without founda- 
tion. The American company, he 
said, is financed by regular com- 
mercial loans. The new Lever 
building now under construction 
at 390 Park Ave., at an estimated 
cost, a year ago, of $3,500,000, is 
being financed by Metropolitan 
Life Insurance Co. 


Katz Agency Names Two 


R. D. MacArthur and T. W. 
Rathbone have joined the publi- 
jeation sales staff of the Katz 
Agency, New York, newspaper 
representative. Mr. MacArthur 
was formerly with Gilman, Nicoll 
& Ruthmann, while Mr. Rathbone 
was previously in the advertising 
departments of The American 
Weekly and the New York World- 
Telegram & Sun. 


Nesco Appoints Johlie 


Francis R. Johlie, formerly mer- 
chandising and program director 
of Radio Features Inc., Chicago, 
has been appointed director of 
sales promotion of Nesco Inc., 
Milwaukee housewares concern. 


Fr 


MATRIX 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINCIS — 


Elects Coe and Diehl 

Robert L. Coe has been elected 
chairman of the board of Chase 
Brass & Copper Co., Waterbury, 
Conn., a subsidiary of Kenecott 
Copper Corp. Mr. Coe will contin- 
ue as chief executive officer of the 
company. Richard C. Diehl has 
been named president. 


Catholic Churches 
Use Newspaper Ads 
to Push Faith Talks 


Cuicaco, Sept. 28—A group of 
Roman Catholic churches here is 
running a series of 400-line ads 
in Chicago newspapers promoting 
attendance at a_twice-a-week 
series of informal talks on “The 
Faith of Catholics.” Half-page ads 
also have been scheduled in The 
New World, official Catholic 
weekly newspaper for the Arch- 
diocese of Chicago. 

The inquiry classes described 
in the ad run for 13 weeks and are 
given at each of the 34 participat- 
ing churches. The churches are 
listed in the ad, along with sched- 
ules for the talks. 

This series of classes is one of 
two given by Catholic churches in 
the Chicago area each year. The 
other series is given early in the 
year. 

Individual churches support the 
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newspaper campaign by publiciz- 
ing the classes from the pulpit. 
Some churches also distribute leaf- 
lets in their parishes. 
Campbell, Reynolds 
here handles the account. 


Dunhill Ups Budget 22 Times 


Alfred Dunhill of London, New 
York, has increased its ad budget 
two and a half times more than ad 
expenditures for the first half of 
1950. An “Anti-Nicotine” theme 
for Dunhill’s Denicotea cigaret 
holder will be featured in Life, The 
New Yorker, The Saturday Eve- 
ning Post, Time, Newsweek, Coro- 
net in b&w, in addition to profes- 
sional and trade publication pro- 
motion. Plans are in the final stages 
for a TV spot campaign—in excess 
of $25,000—for the metropolitan 
New York area. Lawrence C. 
Gumbinner Advertising Agency, 
New York, handles the account. 


Pagliara Joins WIL 

Nicholas Pagliara, formerly gen- 
eral manager of Station WEW, St. 
Louis, has been named national 
sales manager of WIL, St. Louis. 


& Evans 
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Small Brewers 
Face Extinction, 
NY Survey Shows 


(Continued from Page 1) 


among the more prominent of) 
these changes have been the clos-| 


ing of the Schriber Brewery in 
Buffalo, American Brewing Co., 


Rochester, and the Stanton Brew- | 


ery Co., Troy. The Metropolis 


Brewery, here, has been moved to | 


Trenton, N. J., and Beverwyck 


| Breweries in Albany has been 
bought by F. & M. Schaefer Brew- 
ing Co., Brooklyn. 


s Increased production and dis- 
tribution costs, more intensive 
| competition, and a cool summer 
have been contributory factors for 
the change in each instance. Sim- 
ilar factors are likely to force 
other changes among breweries 
in the New York area, men in the 
industry believe. 

This situation is causing sales 
and advertising managers to take 
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a new look at their marketing pro- 
grams. John F. Trommer Inc., 
Brooklyn, has switched its adver- 
tising account from Federal Ad- 
vertising Agency to Lennen & Mit- 
chell (AA, Sept. 25). Piel Bros., 
also in Brooklyn, is leaving Wil- 
liam Esty Co. and will place its 
account with another agency in 
October. Rumors of other agency 
changes are current. 

Much of the current -trouble 
local breweries face is attributed 
to the increased cost of distribu- 
tion in the metropolitan market, 
largest in the country, with an an- 
nual beer consumption in °49 of 
10,000,000 barrels. 


s Distribution costs took a sharp 
up-curve following the truck driv- 
ers’ strike in the metropolitan 
area in April of 49. Settlement of 
the strike increased brewers’ dis- 
tribution costs locally about 16¢ a 
barrel, according to the Brewers 
Board of Trade. 

Some breweries, AA learned, 
can deliver two barrels in Brook- 
lyn more profitably than they can 
sell three barrels in Nassau Coun- 
ty, just beyond the city line. In 
other words, only deliveries close 
to the breweries are profitable to- 
day. 


@ On the other hand, the physical 
expansion of breweries makes 
larger markets necessary and in- 
creases distribution costs. So- 
called “foreign beers,” i. e., out- 
of-town brews, have cut in on 
the local market to a serious ex- 
tent. 

Three things are said to be re- 
sponsible for this: (1) national 
advertising; (2) the opportunity 
occasioned by the °49 drivers’ 
strike, which enabled out-of-town 
brewers to get a foothold in the 
New York market when local 
taverns were eager to buy beer 
anywhere; and (3) many of the 
out-of-town beers are so-called 
premium brews and have enjoyed 
a share of the market despite 
their higher price. 

In addition, a few out-of-town 
breweries have opened local plants 
and are now able to compete here 
without absorbing freight costs, 
as was once the practice. 


a Competition is strenuous for 
both draught and packaged beers. 
The latter is the more profitable. 
Since the advent of television, 
home consumption of bottled and 
canned beer has increased. In the 
local market, according to the 
Brewers Board of Trade, canned 
beer represents about 20% of the 
total of packaged sales. 

Reliable figures on refillable 
and non-refillable bottles could 
not be obtained, but brewers’ rep- 
resentatives told AA that refillable 
bottles are far in the lead. How- 
ever, there seems to be a trend to- 
ward cans and 32-oz. bottles. 

Most brewers have no present 


HE PLAYS TOO—A piano-playing pres- 
ident is Edward Whitmore, president of 
Oberly & Newell Litho Corp. At the Point 
of Purchase Advertising Institute outing 
Whitmore, who’s president of POPAI, 
played the piano for the floor show. 


container problem. They are cov- 
ered by contracts until the end of 
the year, and what the situation 
will be after Jan. 1 is anybody’s 
guess. The general opinion is that 
cans will be harder to get because 
of steel and tin priorities. 
Liebmann’s Rheingold, at pres- 
ent, is the leading beer locally. 
Schaefer’s and Ballantine’s are 
running neck-and-neck in No. 2 
position, and both, according to 
market experts, are improving 
their market positions. Some local 
brews, AA was told, are 5% to 
25% off peak postwar sales volume. 


a The cool summer is held to be 
responsible for a decline in beer 
sales recently. Sales this past 
summer are reported 5% to 10% 
under the total of a year ago. 
Mountain and beach resorts had a 
bad summer and beer sales were 
affected. 

Restrictions on point of sale ad- 
vertising and dealer helps, which 
have become more stringent in re- 
cent years, have also hurt brewers’ 
merchandising programs. Conse- 
quently, advertising by means of 
posters, publications, radio and 
television has had to do a more 
effective merchandising job. 
Brewers today have to depend on 
advertising more than ever to 
market their products. 

The effect of advertising on sales 
has become more pronounced. This 
has been demonstrated recently by 
the Ballantine newspaper ads and 
commercials on radio and TV 
which, according to industry com- 
petitors, have materially stepped 
up Ballantine sales in this market. 


Co-Sponsor 1%-Hour TV Show 
Zippy Products Inc., Lansdowne, 
Pa., for Zippy liquid starch, and 
Raymond Rosen & Co., distribu- 
tor in the Philadelphia territory 
for Bendix automatic ironers, have 
signed a 26-week contract to co- 
sponsor a 1%-hour television show 
on WPTZ, Philadelphia, Sundays, 
1:45-3 p.m., starting Oct. 1. The 
program will include a full length 
movie classic each week. Martin 
Agency, Philadelphia, handles both 


accounts. 
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J. LEE GREER 

TEMPLE, Tex., Sept. 26—J. Lee 
Greer, 70, owner and publisher of 
the Herald of Denison, Tex., for 
35 years until his retirement in 
1940, died at a hospital here Sept. 
22. 

He had been in the newspaper 
business in Texas and Arizona for 
nearly 50 years. 


JOHN E. O'BRIEN 

Detroit, Sept. 27—John E, 
O’Brien, 58, director of exhibits 
and shows for Plymouth division, 
Chrysler Corp., for 18 years, died 
at his home in suburban Farming- 
ton Sept. 21. He was born in Buf- 
falo, N. Y., and had been in the 
automobile business for 31 years. 


WALTER A. STOCK 


Detroit, Sept. 28—Walter A. 
Stock, 81, retired Detroit advertis- 
ing executive, died here Sept. 21. 
He was secretary-treasurer of the 
Michigan Street Car Advertising 
Co. for 45 years until he retired in 
March, 1944, when the company 
was dissolved. 


FLORENCE GUTHRIE 


PHILADELPHIA, Sept. 25—Flor- 
ence E. Guthrie, 62, a member of 
the accounting department of N. 
W. Ayer & Son, died yesterday in 
Pennsylvania Hospital. 

Miss Guthrie had been with 
Ayer for 30 years. 


L. P. SCOVILLE JR. 
PITTSBURGH, Sept. 26—-Lewis P. 
Scoville Jr., 74, president of Out- 
door Advertising Agency of Amer- 
ica here, died Sept. 23. He also was 
chairman of the board of Penn- 
sylvania Paper Stock Co. 


GUSTAV W. SANDVE 


Sr. Louis, Sept. 28—Gustav W. 
Sandve, 59, advertising manager of 
Coca-Cola Bottling Co. here for 
the past 30 years, died Sept. 21. 


MBS. C. B. KNOX 

JOHNSTOWN, N. Y., Sept. 28— 
Mrs. Charles B. Knox, 92, for the 
past 40 years active president of 
Charles B. Knox Gelatin Co., 
founded here by her late husband 
in 1890, died today. When Mr. 
Knox first opened his small fac- 
tory, Mrs, Knox joined the enter- 
prise as a “family partner” and 
experimented with hundreds of 
gelatin recipes. When her husband 
died she took over the business, in- 
vested $500,000 in research, dis- 
tributed millions of copies of cook 
books, and built the business into 
a multi-million dollar enterprise. 


Burum Joins KFRE 

Harry H. Burum, formerly with 
Gerald F. Thomas Advertising, 
Fresno, Cal., has been named sales 
service manager of Station KFRE, 


Fresno. 
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FCC Color Plan 
Draws Big ‘No’ 
from Set Makers 


WASHINGTON, Sept. 29—The Fed- 
eral Communications Commission 
has received a practically unani- 
mous rejection from manufactur- 
ers on its proposal for an interim 
period of bracket standards for 
TV set manufacturing. 

This leaves the commission 
faced with the alternative of going 
ahead with its announced inten- 
tion of giving full authorization 
to the Columbia Broadcasting Sys- 
tem color system now or evolving 
some sort of compromise with 
which manufacturers might be 
willing to go along. 

When the FCC released its long- 
awaited color television report 
early this month, manufacturers 
were given until today to say 
whether they would be willing to 
start producing sets capable of re- 
ceiving CBS color in black and 
white by mid-November. If such 
cooperation had been forthcoming, 
the FCC was pledged to postpone 
final action on color until Jan. 5, 
1951, giving proponents of compet- 
ing techniques and the industry as 
a whole a chance to come up with 
a better system than that of CBS. 


s Although none of the manu- 
facturers’ formal replies to the 
FCC were couched in particularly 
soft phrases, that of Radio Corp. 
of America—a flat ‘“No”—was 
among the most aggressive and 
vehement. 

Denouncing the commission’s re- 
port as “scientifically incorrect,” 
RCA said it will continue to work 
on its own color television system. 

The company advised the com- 
mission “to stay its hand” and take 
“recourse to the opinion of the 
American people” by “permitting 
the broadcast of color signals 
under both the CBS and RCA sys- 
tems for a reasonable period of 
time before adopting final stand- 
ards.” 


a Dr. C. B. Jolliffe, executive 
vice-president in charge of RCA 
laboratories, who signed the com- 
pany’s comments, declared: “Never 
before has an administrative body 
of the United States undertaken to 
coerce the freedom of choice of 
American manufacturers in what 
they may build and sell under 
threat that if they do not obey, 
drastic consequences to the public 
will follow.” 

This phraseology prompted some 
Washington sources to theorize 
that RCA’s comments have laid the 
groundwork for recourse to court 
action in case the commission de- 
cides to go ahead with plans for 
full approval of the CBS system 
despite the objections of the manu- 
facturing industry. 

Admiral Corp. asked FCC for 
more time in which to state its 
choice. 


@ Zenith Radio Corp., Motorola 
Inc., Stewart-Warner Corp., Phil- 
co Corp., and Belmont Radio Corp. 
r fused to comment except to say 
they are replying to the FCC. Sev- 
eral smaller set makers told AA 
they are adopting a wait-and-see 
position until the major manufac- 
turers and the commission settle 
the problem. 

Hallicrafters Co. reportedly told 
the commission it would not be 
able to make sets with bracket 
standards for months and is “will- 
ing but not able” to give an un- 
conditional affirmative statement. 

Benjamin Abrams, president of 
Emerson Radio & Phonograph 
Corp., told the FCC: “We will be 
glad to build bracket standard re- 
ceivers, but it will take longer than 
the time limit set in the commis- 


SIMPLE—National Biscuit Co.’s page in 
the Sept. 30 issue of The Saturday Eve- 
ning Post attracts attention with a line 
of copy, the Ritz package and a lot of 
white space. The same ad will appear in 

Life Oct. 16. ‘ 


sion’s report. We will take no 
definite steps until standards are 
established.” 


ws General Electric Co. informed 
the FCC it would comply with 
the commission’s request, but 
doubted it could be done within 
the time limit—and probably not 
before mid-1951. Any prohibition 
on the production of other type 
color TV receivers by the FCC 
“would have definite implications 
under the anti-trust laws,” the 
GE statement said, and might be 
considered an “unreasonable re- 
straint” of trade under the Sher- 
man Act. 

In a last-minute move late Fri- 
day, CBS (which looked like the 
victor in the color struggle) pro- 
posed in a three-page report to 
FCC that its standards be ap- 
proved and manufacturers urged 
to adopt (through internal adapta- 
tion) “two-point” reception. Sets 
so equipped would receive b&w 
and CBS color in b&w, and CBS 
pointed out that FCC’s Sept. 1 
hearing report found internal 
adaptation for two-point reception 
“entirely practical.” 


ws In a letter to the commission, 
Dr. Allen B. DuMont, president of 
Allen B. DuMont Laboratories, ex- 
plained his company’s negative 
answer to the FCC’s request: 

“With the time schedules set by 
the commission for bracket stand- 
ards, it is impossible for us to 
comply with the request of the 
commission. 

“No testimony was given on this 
subject in the extensive hearings 
and we have made no experimen- 
tal sets with this feature. We are 
not at all sure that this is practical 
but we would need from six 
months to a year, at least, before 
we could come to any conclusions 
from an engineering standpoint. 
The cost figures which were sub- 
mitted by this company and others 
in the industry do not apply to 
bracket standards but only apply 
to receivers capable of receiving 
present 525-line standards or the 
405-line color standards. 

“We believe that the costs for 
bracket standards would be sub- 
stantially higher than those pre- 
viously submitted by this com- 
pany.” 


s Asimilar answer came from the 
radio and television division of 
Sylvania Electric Products, which 
wrote that it will not be physical- 
ly possible for Sylvania to comply 
with the bracket standard pro- 
posals by the date specified. 
Olympic Radio & Television has 
no plans for installing a converter 
in its sets at this time and is not 
replying to the FCC at all. 


Dewees Joins Kimball 


Malcolm Dewees, formerly op- 
erator of his own agency in San 
Francisco, has joined Abbott Kim- 
ball Co., San Francisco, as a copy- 
writer. 


Last Minute News Flashes 


Louisville Papers Lift Ad Restrictions 

LOUISVILLE, Sept. 29—The Louisville Courier-Journal and Times, 
which have been forced to restrict advertising linage by about 30% 
since Sept. 9 (AA, Sept. 18), due to a shortage of newsprint, have 
announced a return to normal conditions, effective Oct. 1. The nine- 
day Canadian rail strike was primarily responsible for the newsprint 
shortage, the papers claimed. No estimate of the amount of ad revenue 
lost during the three-week period was available. 


Ralston, Nescafe Promote ‘Instant Breakfast’ 


New York, Sept. 29—A joint eight-week campaign to promote in- 
stant Ralston and Nescafe for an “instant breakfast” will be started 
Oct. 5 by Ralston Purina Co. and the Nestle Co. They will use 126 
radio spots weekly for eight weeks on WOR, WMGM and WINS; 
color pages in November issues of Cosmopolitan, Family Circle, Modern 
Family, The Saturday Evening Post, Woman’s Home Companion and 
Woman’s Day, and color comics ads in the New York Sunday News, 
New York Journal-American and New York Mirror. Cecil & Presbrey 
is handling the Nestle account and Gardner Advertising Co., St. Louis, 
represents Ralston. 


Stari of Phonevision Test Delayed a Month 


Cuicaco, Sept. 29—Zenith Radio Corp. revealed today that the 90- 
day test of Phonevision authorized by the FCC and scheduled to start 
Oct. 1 will be delayed until Nov. 1. FCC is being asked to extend the 
experimental license from Dec, 29, when it now ends, through Jan- 
uary. The delay is due to inability of Zenith to secure enough picture 
commitments from major Hollywood studios to carry out the test, but 
there are indications that the necessary films will be available by the 
Nov. 1 starting date. 


Camp Promotes Nuts in Holiday Newspaper Drive 

NEw York, Sept. 29—Wm. A. Camp Co., importer and distributor of 
nuts, will use 180-line ads three times a week, from early November to 
Christmas, in newspapers of 22 cities to promote its American Beauty 
brand of packaged unshelled nuts. Because of crop shortages in Brazil 
nuts and almonds, emphasis will be placed on mixed nuts, pistachios 
and cashews. Grocery trade publications also will be used. Bass & Co. 
is the agency. 


‘Bus’ Drake Joins Compton Advertising 


New York, Sept. 29—F. Stoddard (Bus) Drake, formerly senior 
brand executive for Colgate-Palmolive-Peet Co. on Fab, Palmolive and 
Lustre Creme, has joined the account section of Compton Advertising. 
Mr. Drake was previously with Procter & Gamble in the field section 
and in brand advertising management. 


Three Drop Antihistamine Ban; Other Late News 


e@ Good Housekeeping, Life and The Saturday Evening Post have let 
down the bars against antihistamine copy, with Anahist running the 
first cold tablet ads to be carried by the magazines. So far, no other 
antihistamine makers have bought space in magazines, Besides maga- 
zines, Anahist’s fall program bill includes newspapers, Sunday maga- 
zines, radio, TV and transportation advertising. Details of the campaign 
will be announced shortly. Foote, Cone & Belding is the agency. 


e Formation of a Youth Group, comprising Senior Prom and Varsity, 
has been announced by Parents’ Institute, New York. Group ad rate is 
set at $1,926 per b&w page, based on a circulation guarantee of 850,000. 


e Yale & Towne Mfg. Co. has appointed Ruthrauff & Ryan to handle 
the advertising of all of its manufacturing divisions including, in ad- 
dition to hoists and industrial trucks (as reported exclusively in AA, 
Sept. 25), locks, scales and builders’ hardware. James Thomas Chirurg 
Co. formerly handled the latter, and Fuller & Smith & Ross the former. 


e@ The New York Times has announced increased general, retail and 
classified advertising rates, averaging 5%, effective Oct. 1. Reason 
given for the hike: “Increased operating costs.” Previously, the Times’ 
general line rate was $1.65 daily and $2.05 Sundays. 


e Stokely-Van Camp’s Mexican-Style foods will be promoted in 
October and November via six magazines, about 90 newspapers and 
the “Van Camp Little Show” on the NBC television network. Four- 
color fractional pages will be used in Better Homes & Gardens, Family 
Circle, Ladies’ Home Journal, The Saturday Evening Post, Woman’s 
Day and Western Family. Newspapers will carry 14 ads (150 and 600 
lines). Calkins & Holden, Carlock, McClinton & Smith Inc., New York, 
is the agency. 


e Walgreen Co., Chicago, will sponsor a one-hour afternoon television 
show, “Walgreen’s Open House,” starting Oct. 16 (WGN-TV, Mon., 
1-2 p. m., CST). The show will be a combination variety and audience 
participation program, featuring Frankie Masters and his wife, Phyllis 
Myles. Schwimmer & Scott, Chicago, is the agency. 


films through Movie Advertising 
Bureau. 
To promote the showings, Movie 


Balaban & Katz Runs 


‘Chiquita Banana’ 
Film Commercials 


Cuicaco, Sept. 28—Balaban & 
Katz, Chicago’s largest motion pic- 
ture chain, is showing “Chiquita 
Banana” spot film commercials 
in 45 of its Chicago area theaters 
throughout this fall. 

This is the first time B&K has 
run any advertising films (with 
the exception of some spots for 
Chesterfield, the proceeds of 
which went to charity). If the 
film commercials are well re- 
ceived, B&K plans to schedule 
other commercial shorts that have 
entertainment value. 

Batten, Barton, Durstine & Os- 
born contracted for the showing 
of United Fruit Co.’s “Chiquita” 


Advertising Bureau mailed two 
tickets, good at any B&K theater, 
to more than 2,000 people in Chi- 
cago advertising agencies. 

This week the bureau sent these 
same people a small carton con- 
taining three bananas, plus a let- 
ter inviting them to use the tickets 
previously sent. Also included in 
the package was a recipe for pre- 
paring bananas, and a brochure 
about the use of movie advertis- 
ing, entitled “Why Should I Be 
Interested?” 


JWT Handles Curler Drive 

Lever Bros.’ Mary Martin short- 
cut curler promotion was incor- 
rectly attributed to Foote, Cone 
& Belding in AA, Sept. 25. J. Wal- 
ter Thompson Co., New York, is 
the correct agency. 
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Marathon Corp. and 
Pillsbury Conduct 


Cooperative Drive 


MeENASHA, Wis., Sept. 29——-Mara- 
thon Corp. here and Pillsbury 
Mills Inc., Minneapolis, launched 
a cooperative advertising program 
yesterday featuring the former’s 
Waxtex waxed paper and the lat- 
ter’s Best flour. 

The campaign consists primarily 
of 200- and 480-line newspaper ads, 
with two insertions of each size 
scheduled in 48 papers in major 
markets through Oct. 19. A two- 
color page ad will appear in the 
Nov. 11 issue of The Saturday Eve- 
ning Post. 

In the ads Ann Pillsbury recom- 
mends using Waxtex waxed paper 
when making pie crusts with her 
“Easy-Mix” recipe. Use of a liquid 
shortening and the wax paper cuts 
the pie-making process to four 
steps, the ads claim. 

Merchandising displays featur- 
ing both products will be made 
available to dealers through sales 
representatives of both companies. 


ws Marathon also announced the 
scheduling of two page color ads in 
the Post for its protective food 
packaging. The ads, which will 
feature toast and offer readers a 
four-color, 24-page booklet en- 
titled “Recipes on Toast,” will ap- 
pear in the Oct. 28 and Nov. 25 
issues. 

The recipe booklet also will be 
shown to major baking industry 
customers by Marathon salesmen, 
and will be made available at cost 
to bakers, who can imprint their 
own names on the back cover. 

This is the third year that Mara- 
thon has conducted a Post cam- 
paign in which ads feature prod- 
ucts of a particular consumer in- 
dustry that uses the company’s 
protective food packaging. At other 
times during the year ads feature 
frozen foods, meat, and dairy prod- 
ucts. ; 

LeVally Inc., Chicago, handles 
the Marathon account, and also 
prepared the campaign tying in 
with Pillsbury. Leo Burnett Co., 
Chicago, is Pillsbury’s agency. 


Prudential Gives Texaco's 
Funnyman Competition 


Milton Berle, who in past sea- 
sons consistently kept the “Texaco 
Star Theater” (NBC-TV) on top 
of the rating list, this year will 
be working against stiff competi- 
tion. Previously advertisers and 
networks have been reluctant to 
spend their money opposite video’s 
“No. 1” funnyman. 

Not so this year. On alternate 
weeks, starting Oct. 10, Prudential 
Insurance Co. of America, Newark, 
will sponsor an hourly dramatic 
series starring a top Broadway or 
Hollywood name in the Tuesday 
8 to 9 p. m., EST, spot on CBS-TV. 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith is the agency. 
Off weeks will be filled by a sus- 
tainer, a high-budget thriller, 
“Sure As Fate.” In previous years 
Columbia has offered a movie 
opposite Berle. 


Charles Morris Opens New 
Company in Cincinnati 


Charles C. Morris has opened 
a new company, Ad-Pro (Adver- 
tising Production), with offices 
in the Blymeyer 
Bldg., 514 Main St., 
Cincinnati. Mr. 
Morris was for- 
merly in the pro- 
duction depart- 
ment of Keelor & 
Stites Co. Cin- 
cinnati agency, and 
more recently ad- 
vertising manager 
of Sydney-Thomas 
Corp. 

Mr. Morris says 
main features of 
the company will be the ability 
to produce all types of advertising 
from 24-sheet posters down to l¢ 
mailings. 


Cc. C. Morris 
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No ‘War Panic’ Visible at ANA 
Meeting; Discuss Workaday Themes 


Cuicaco, Sept. 27—Signs of any 
major change in the advertising 
structure as a result of the Korean 
war and the all-out defense activ- 
ities of the U. S. were notably 
absent from the 41st annual meet- 


ANA Meeting 


ing of the Assn. of National Ad- 
vertisers which closed here this 
noon. 

The two and a half days of ses- 
sions were jammed full of worka- 
day talks, discussions, skits and re- 
ports. While Secretary of Com- 
merce Charles Sawyer’s talk at the 
closing luncheon (reported in de- 
tail on Page 53), and the survey of 
members’ plans for the future (re- 
ported on Page 1) indicated that 
there is no lack of appreciation of 
the changes which a war economy 
will bring, it seemed clear that the 
uncertainty and panic which 
gripped advertising at the out- 
break of World War II will not 
appear again. 


s Albert Brown, The Best Foods 
Inc., was elected chairman of the 
ANA board, succeeding W. B. 
Potter, Eastman Kodak Co., and 
Wesley I. Nunn, Standard Oil Co. 
(Indiana) was named vice-chair- 
man. 

Newly elected members of the 
board include David W. Tibbot, 
New England Mutual Life Insur- 
ance Co.; Guy Berghoff, Pittsburgh 
Plate Glass Co.; Frederick Bowes 
Jr., Pitney-Bowes Inc.; A. N. Hal- 
verstadt, Procter & Gamble Co.; 
and George E. Mosley, Seagram- 
Distillers Corp. 

Retiring board members include 
R. J. Canniff, Servel Inc.; W. N. 
Connolly, S. C. Johnson & Son; 
William A. Drisler Jr., Cannon 
Mills; and C. W. Ruth, Republic 
Steel Corp. 


@ Monday sessions were largely 
off the record, and primarily con- 
cerned with media _ problems. 
Among those made available for 
publication was the report of 
Henry Schachte, The Borden Co., 
on magazines. 

In the past two years, the glamor 
of new media has tended to de-em- 
phasize magazines, he said, “but 


to millions of Americans, maga- 
zines and their advertising are 
still exciting—and an important 
obligation of your ANA magazine 
committee is to rekindle that ex- 
citement among advertisers, to 
help you make sure that the solid 
values in magazine advertising are 
not by-passed merely because they 
are out-glamored by something 
else.” 

The major recent trend in the 
magazine field has been “terrific 
emphasis on size,” with the in- 
evitable result that lists have been 
shortened, and competitive selling 
has hit a new high, he said. 


a The ANA magazine committee, 
therefore, has set to work on three 
major responsibilities, Mr. 
Schachte reported: 

1. To evaluate the present mag- 
azine situation—“in probing these 
trends, we must satisfy our cor- 
porate consciousness that adver- 
tising and subscription rates are 
fair to both parties.” 

2. To encourage the gathering 
of more and better facts to guide 
buying—“and we need _infor- 
mation on a comparative basis. 
This qualitative information is 
logically the responsibility of each 
individual publication to provide 
about its own readers.” He ad- 
mitted that the ANA’s proposed 
magazine audience study, to be 
conducted through the Advertising 
Research Foundation, “does not 
look hopeful.” 

3. To encourage or develop bet- 
ter methods of securing more ac- 
curate information on what hap- 
pens after the advertising appears. 


@ An advance report on the Ad- 
vertising Research Foundation’s 
first study of a general business 
magazine—the April 22 issue of 
Business Week—was given to the 
ANA members by A. W. Lehman, 
managing director of the founda- 
tion. 

The study shows that this issue 
of Business Week had a potential 
audience of 344,000 readers, of 
whom 202,000 were proven read- 
ers; that 95% of the readers noted 
some advertising in the 116-page 
issue; that 100% looked at one or 
more pictures and 100% read one 


From the basic 
idea to 
the finished 
: Display 


DIMENSIONAL 
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RIVER RAISIN PAPER CO. 
DISPLAY DIVISION - MONROE, MICH. 
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agency. 


Advertiser-Agency Relationships 


At the meeting of the Assn. of National Advertisers last 
week, one feature was a discussion of advertiser-agency re- 
lationships. It was broken into four parts: 

1. How to select an agency or solicit an account. 

2. How to get the most effective copy. 

3. The advertising follow-through. 

4. The agency’s responsibility for building and maintain- 
ing company brands, and company reputations. 

In each instance, an agency man and an advertiser par- 
ticipated, each playing the other’s role. For example, an 
agencyman told how he would go about selecting an agen- 
cy if he were an advertiser, while an advertiser told how — 
he would go about soliciting an account if he were an 


Because the agency-client relationship is so important 
and so interesting, and because the eight talks given were 
of an unusually specific and helpful character, AA will 
present them in nearly complete text, beginning next week, 
and covering each of the four subjects in turn. 


judging contests, which he said “all 
too often wind up as a beauty 
contest among direct mail folders, 
booklets, blotters and so forth, The 
lowly but effective processed let- 
ter stands little chance in such 
company.” The only measure of 
effectiveness of direct mail, he re- 
iterated, is direct results. 


@ Bernard A. West, Fuller & 
Smith & Ross, Cleveland, de- 
clared that nobody just “makes” 
a movie any more, but uses movies 
successfully by integrating them 
carefully into a complete program, 
by assigning them the visualizing, 
dramatizing parts of the sales job, 
rather than the whole job, and by 
making certain that they are ade- 
quately and carefully used—not 
allowed to gather mildew on a 
shelf. 

In industrial selling, he said, 
movies frequently allow selling 
to be done on a group basis, laying 


or more departments, 94% one or 
more features, 89% one or more 
picture stories, 87% one or more 
picture features, and 80% one or 
more recurring features. 

The highest scoring ad in the 
issue, Mr. Lehman reported, was a 
full b&w page for Goodrich Koro- 
seal, which secured 52% noting. A 
color page for Studebaker was 
second with 51%; a spread for 
Allis-Chalmers was third with 
46%. 

Details of the study will be pub- 
lished during October as a 142- 
page report, Mr. Lehman said. 


ws E. Scott Pattison, executive 
vice-president, G. M. Basford Inc., 
New York, told the ANA members 
about the four business paper 
readership studies (on Automotive 
Industries, American Builder, 
American Machinist and Chemical 
Engineering) thus far made by the 
Advertising Research Foundation, 
and pointed out their value in 
helping sell confidence that bus- 
iness papers are well read by the 
right people and in helping adver- 
tisers educate themselves on fac- 
tors in advertising that lead to 
higher readership. 

Mr. Pattison emphasized the 
importance of careful analysis of 
the results if greatest value is to 
be secured from them. For ex- 
ample, he pointed out that differ- 
ent advertising techniques seem to 
appeal most strongly to specific 
audiences. In the building field, 
a pictorial approach is univer- 
sally dominant among top-ranking 
ads, he said, whereas in the chemi- 
cal field pictures help, but techni- 
cal news can get top attention with 
somewhat less visual help. 


a Leonard J. Raymond, president, 
Dickie-Raymond Ince., told the 
ANA members that few people 
know all there is to know about 
direct mail, but there is no medium 
“in which there are so many loud 
and self-professed authorities.” 

The basic function of direct 
mail, he said, is to sell the pro- 
motion to “selective known mar- 
kets,” and it is not competitive 
with other forms of advertising, 
but complementary to them in 
many instances. 

He also pointed out that direct 
mail is versatile enough so that it 
can be designed and produced to 
secure whatever type of results 
are wanted—a high percentage of 
inquiries, or a very small number 
from specific, carefully selected 
first class prospects. 


s There is too much inclination 
to believe that direct mail must 
be short, or long; first class or 
third class; or fit some similarly 
conceived pattern. No pattern or 
formula is available to find the 
answer, he said—the only practical 
solution is: “Before you go whole 
hog on any mailing, test. Then re- 
test.” 

Mr. Raymond paid his respects 


to prize competitions and other 


DISCUSSION—Exchanging ideas at the ANA meeting were (left to right) Joe L. 

Killeen, partner, Fitzgerald ‘Advertising Agency, New Orleans; Miles Kehoe, sales 

manager, Wesson Oil & Snowdrift Sales Co., New Orleans; Kenneth A. Rotharmel, 

advertising manager, Pan Am Southern Co., New Orleans, and E. F. Kolkhof, adver- 
tising manager, American Oil Co., Baltimore. 


INTRODUCTIONS—H. R. Conklin (left center), associate advertising manager, 
Franklin Baker division, General Foods Corp., shook hands with J. R. McGeorge, 
public relations director, Champion Spark Plug Co., Toledo, as James F. Lewis Jr., 
(center) vice-president and advertising ger, Ch Spark Plug Co., handled 
introductions at the ANA gathering. Onlookers included Gerhard Exo, advertising 
manager, Diamond Crystal & Colonial Salt Co., division of General Foods Corp., 
St. Clair, Mich., and A. C. Quale, sales and advertising manager grocery products, 
Walter Baker division, General Foods Corp., Dorchester, Mass., on the left. At the 
extreme right is Howard Gorman, associate advertising manager, Gaines division, 
General Foods Corp., Kankakee, Ili. 
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National Nielsen-Ratings of Top Radio Shows 
Week of Aug. 20-26, 1950 
All tigures copyright by A. C. Nielsen Co. 


Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
NING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,230) (5.7) (+0.3) 
1 4 Big Story (NBC, Pall Malis) .............0ce0- 4,396 10.8 +2.0 
2 5 Mr. District Attorney (NBC, Bristol-Myers) ...... 4. 314 10.6 +2.0 
3 3 Mystery Theater (CBS, Sterling) ................ 3,826 9.4 +0.6 
4 * Life With Luigi (CBS, Wrigley) ............... 3,663 9.0 
7 11 Hollywood Star Playhouse (CBS, Emerson Drug) ..3,622 8.9 +18 
6 4 Horace Heidt Show (CBS, Philip Morris) ........ 3,419 8.4 +17 
7 13 Satan’s Waitin’ (CBS, Colgate-Palmolive) ....... 3,378 8.3 +16 
g g Or. Christian (CBS, Chesebrough) .............. 337 8.2 +0.9 
9 8 Richard Diamond (NBC, Rexall) ................ 297 8.1 +0.7 
10 2 Crime Photographer (CBS, Philip Morris) ........ 3,297 8.1 —L5 
ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,099) (2.7) (0.2) 
1 1 Lone Ranger (ABC, General Mills) ............. 198 5.4 —0.2 
2 2 One Man's Family ( , Miles Laboratories) ....1,872 4.6 —0.1 
3 8 Larry Le Sewer (CBS, American Oil) ............ 628 4.0 +2.5 
EEKDAY (AVERAGE FOR ALL PROGRAMS) (1,669) (4.1) (-0.1) 
1 1 Cn Celle GORE DOOD .oowisnccensevccccdbee 3,419 8.4 +0.2 
2 2 Romance of Helen Trent (CBS, Whitehall) ....... 2,930 7.2 —0.9 
3 4 Big Sites 2 |e as—aiay Se reere 2,808 6.9 —0.3 
4 3 Our Gal, Sunday (CBS, Whitehall) ............. 2,808 6.9 —0.7 
5 5 Guiding Light (CBS, P&G) ..............seeeee 2,605 6.4 —0.3 
6 6 Aunt Jenny (CBS, Lever Brothers) ............. 2,564 6.3 O04 
7 a Wendy Warren (CBS, General Foods) ........... 2,523 6.2 —0.1 
8 16 Backstage Wife (NBC, Sterling) 660 boar evgesr ian 2,523 6.2 +0.5 
9 8 Right To Happiness (NBC, P&G) ............... 2,401 5.9 —0. 
10 10 Arthur Godfrey (CBS, Ligg. & Myers) .......... 2,401 5.9 —0.3 
AY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7) (—0.1) 
1 1 Stars Over ae ge | (CBS, Armour) ........... 3,500 8.6 +0.1 
2 2 Armstrong pear yr 3,134 7.7 8 
3 6 Give cal Take (EBs. ME cas kwtetwesese se sees 2,849 7.0 +0.8 
AY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,099( (2.7) (+0.2) 
1 True Detective Mysteries (MBS, Williamson) ...... 2,646 6.5 +0.4 
2 Shadow (MBS, DL&W Coal Grove Labs.) ........ 1 5.8 +0.8 
3 Martin Kane, Private Eye (MBS, U. S. Tobacco) . 11832 45 +0.3 


he effective groundwork for sub- 
equent sales calls on members of 
he group. 

W. H. Uffelman, E. I. Du Pont, 
iscussed shows and_ exhibits, 
inting out that the number of 
uch shows sponsored by trade 
ssociations has grown from 200 
o 300 following World War I to 
00 or 1,000 now. Building displays 
nd exhibits is just like building 
n ad, he said, except that three 
imensions are available and a 
ast host of devices is at hand for 
reating and maintaining interest. 


An interesting feature of the 
NA meeting was a “quiz kids” 
resentation of the U. S. Rubber 
o. test of daily advertising for 
year in the Pittsburgh Post Ga- 
ette. As previously reported in 
A, U. S. Rubber runs an ad daily 
this publication, featuring one 
r another of the 30,000 products 
he company makes, and urging 
aders to call a local telephone 
umber for the nearest retail 
ource of the product, if they do 
ot know where to get it. 

Dr. Henry C. Link of the Psy- 
hological Corp. asked questions 
bout the test of a panel composed 
f Herbert L. Baldwin, vice-pres- 
dent, Fletcher D. Richards Inc., 
J. S. Rubber agency; Herbert G. 
yman, advertising director, Pitts- 
urgh Post Gazette, and two rep- 
esentatives of the company. 
They explained the problems in- 
olved and the methods being used 
0 solve them; reported varying 
luck in increasing sales with var- 
ious featured products, and refused 
to commit themselves on the value 
of the test, although it was obvious 
that thus far it is going well, and 
has proven an extremely stimu- 
lating and informative experience 
for the company. 


Grant Names Zarker V. P. 


Russell W. Zarker has been 
hamed vice-president and general 
Manager of the Detroit office of 
Grant Advertising. He has been 
with Grant since 1946 as an ac- 
count executive. 


Insurance Company 
Advertises Package 


Coverage of Homes 


PHILADELPHIA, Sept. 28—The In- 
surance Co. of North America is 
introducing its new “package” type 
of insurance policy for home own- 
ers with an initial newspaper cam- 
paign in Pennsylvania. Large ads 
run in 130 daily newspapers, and 
a series of five smaller size ads 
appear in Sunday newspapers 
throughout the state. 

The campaign follows approval 
by the Pennsylvania state insur- 
ance commissioner of the pack- 
age policy, which includes cover- 
age of everything on homes and 
their contents. Theft, liability, 
medical expenses and fire are 
covered. 

The company plans to launch a 
similar campaign in each of the 
48 states as the plan is approved 
by each state. N. W. Ayer & Son 
is the agency. 

Copy in the 1,000-line ads is 
straight selling. 


Financial PR Group Elects 


Hugh J. Bernard, vice-president 
of the Second National Bank of 
Houston, has been elected presi- 
dent of the Financial Public Re- 
lations Assn. Other officers elected 
include: S. H. Chelsted, vice-pres- 
ident of the Peoples First National 
Bank & Trust Co., Pittsburgh, 1st 
vice-president; William B. Hall, 
vice-president of the Detroit Bank, 
Detroit, 2nd vice-president; L. L. 
Matthews, president of the Amer- 
ican Trust Co., South Bend, Ind., 
3rd vice-president, and William O. 
Heath, vice-president of Harris 
Trust & Savings Bank, Chicago, 
treasurer. Preston E. Reed of Chi- 
cago has been reelected executive 
vice-president of the association. 


Genung’s Promotes Young 


Wilton M. Young has been ap- 
pointed promotion director of the 
nine stores of Genung’s Inc. in 
New York and Connecticut. He 
was formerly store manager of 
Genung’s, Yonkers, N. Y 
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Ad Checking Bureau 
Reports 13% Rise 
in Refrigerator Ads 


Cuicaco, Sept. 28—Newspaper 
advertising for mechanical re- 
frigerators in 110 cities between 
Jan. 1 and Sept. 3, 1950, was up 
13% as compared with the linage 
placed in the same period of 1949, 
according to the Advertising 
Checking Bureau. 

Late reports issued by the re- 
search division of the bureau also 
show that one home freezer ad- 
vertiser accounted for 42% of all 
freezer advertising in the 110 
cities, with the remainder divided 
among 17 other brands. 

Advertising on watches during 
the first six months of the year 
in cities of 50,000 or more was 
10% under the linage placed dur- 
ing the same six months in 1949. 


as Other data released by Adver- 


6| tising Checking Bureau: 


Six brands of portable type- 


writers were featured in 16,768 
newspaper ads in all daily and 
Sunday newspapers, between Jan. 
1 and Aug. 18, 1950. The inser- 
tions totaled 1,735,760 agate lines. 

In the same period and in the 
same cities covered by the report 
on typewriters, 13 brands of elec- 
tric shavers were promoted in 5,- 
718 ads totaling 1,330,000 agate 
lines. 

Radio set advertising in 49 se- 
lected cities, from Jan. 1 through 
August, totaled 3,787,536 lines, of 
which 3,199,568 were dealer ads. A 
similar check on television inser- 
tions in the same cities and for the 
same period, showed that 29,668,- 
150 lines had run, of which 25,250,- 
019 lines were dealer ads and the 
remainder national releases. 


Brand Names Graham Agency 

William Brand & Co., Williman- 
tic, Conn., manufacturer of Turbo 
insulating materials and wire, has 
named Hugh H. Graham & Associ- 
ates, New Britain, Conn., to han- 
dle its advertising and sales pro- 
motion. 


Neily Names O'Neill V. P. 
Shane O’Neill has been named 
vice-president in charge of copy 
and public relations of R. Neily 
Associates, Boothbay Harbor, Me. 


Reynolds Agency Moves 

E. W. Reynolds Ltd., advertising 
agency, has moved its Montreal 
office to 985 Sherbrooke St. W. 
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} at my house is reserved 


for Advertising Age: 


onday Night 


poo 


Us 


. so say many of the nation’s most successful advertising 


and sales managers who developed this wise habit early in their 


busy careers. 


“Can’t afford to wait a week, more or less, to see ‘pass along’ 
copies of AA at the office,” they assure us. 


And, furthermore, they don’t want to miss any of the ‘clip 
out’ items found in every issue. 


If you are now important to your company or advertising 
agency ...or soon hope to be... you will want a personal subscrip- 


tion too! 


ett 
ADVERTISING AGE 
200 E. Illinois Street * Chicago 11, Illinois 
Please enter my persorial subscription to ADVERTISING AGE for 
°3e 1 yr. at $3 (52 issues) [] Payment enclosed 
NEW subscription | U 
d [] 2 yrs. at $5 (104 issues) ([] Bill me 
Order Form... [J 3 yrs. at $6 (156 issues) [] Bill my firm 
(Nothing extra for Canada or Pan American Countries) 
Name_ Mu Title 
Firm__ __Business 
Street 
City. Zone State 


But send my weekly copies to 
HOME ADDRESS 


10-2-50 
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A message to Advertisers now working on 1951 Schedules ~ 


When you advertise 
HOME GOODS, 

do it through these 

four Haire Publications 


Whether you’re all out selling or on allocations, it’s good business to keep the retailer fully informed 


Send for a full presentation of how the Haire home magazine 


serving your field can do the best possible trade job on you. 


Bt orate’: aati: — Pee ys So aT en pe Sere Sn Sal Hs it ey teti ats Tuas oe 


HAIRE PUBLICATIONS: ARE MORE EFFECTIVE BECAUSE THEY’ : 


MERCHANDISING PUBLICATIONS - 1170 BROADWAY, NEW YORK 1, N. 
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